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CBS  MarketWatch 
joins  the  KRT  News  Service 

®MarketV^atch 

Knight  Ridder/Tribune  News  Service  provides  a  powerful  mix  of  content 
from  some  of  the  world’s  leading  news  sources.  We’ve  increased  our  business 
coverage  with  columns,  analysis  and  market  insight  from  CBS  MarketWatch 
(www.cbs.marketwatch.com),  a  leading  source  of  financial  news  and 
information  on  the  Web. 

Every  business  day,  newspaper  clients  receive  a  daily  market  wrap-up  as 
well  as  spot  news  and  features  on  investing,  small  business,  personal 
finance,  real  estate  and  news  from  other  industries. 

KRT  will  also  offer  articles  written  by 
CBS  MarketWatch's  most  popular  columnists: 


Marshall  Loeb 

personal  finance 


Steve  Kerch 

real  estate 


Frank  Bamako 
the  Internet 


Call  866-280-5210  to  subscribe.  Outside  the  United  States,  call  213-237-7987 
Not  ready  to  commit?  Contact  us  today  for  an  ID  and  password 
to  download  articles,  photos,  graphics  and  editorial  art  on  an 
a  la  carte  basis  at  www.krtdirect.com. 

KRT  delivers  complete  ct  verage  you  can  c.  unt  on 


56  news  organization  contributors  *100  correspondents  in  Washington,  D.C 
71  reporters  overseas  •  27  foreign  bureaus  148  Pulitzer  Prizes 
1 ,000  print  and  electronic  newspaper  clients  worldwide 


LETTERS 


WARS.  FOREieNAND  DOMESTIC 

IT  LOOKS  LIKE  THE  EMBEDDED 

reporters  do  need  to  care  for  them¬ 
selves  through  counseling  and  talking 
to  trusted  friends  [“Out  of  embed,  but 
facing  trauma?”  April  21,  p.  4].  As  an  officer 
with  the  Pasadena  (Calif.)  Police  Depart¬ 
ment,  I  help  do  “Critical  Incident  Debrief¬ 
ings”  and  we  found  that  the  “reporters”  — 
dispatchers  in  the  police  and  fire  depart¬ 
ments  —  needed  to  be  part  of  the  debrief. 

You  have  cited  some  very  good  resources 
that  should  be  used. 

ROBERT  L.  HOYT,  PH.D. 

Arcadia,  Calif. 

EVOLUTIDN  IN  CIRCULATION 

Regarding  Mark  Fitzgerald’s 

article  about  day-by-day  disclosure 
on  Audit  Bureau  of  Circulations 
(ABC)  reports  [“Circulation  a  day-to-day 
thing?”  March  17,  p.  8],  it’s  important  to 
recognize  that,  in  this  highly  competitive 
world,  collaboratively  working  through 
short-term  obstacles  can  sometimes  lead  to 
long-term  rew'ards  for  everyone  concerned. 

True,  there’s  little  argument  among 
advertisers  that  disclosure  of  day-to-day 
averages  would  enhance  their  abilirt'  to 
identify  the  best  weekday  for  insertion  of 
time-sensitive  messages  at  appropriate 
levels.  But  when  it  comes  to  insert  press 
runs,  puDlishers  also  would  stand  to  benefit 
because  the  likelihood  of  an  adN-ertiser 
shorting  a  newspaper  might  be  minimized. 

And  day-to-day  reporting  could  help 
newspaper  publishers  in  other  wajs,  too  — 
such  as  highlighting  a  performance  advan¬ 
tage  over  a  competitor  for  a  particular  day 
of  the  week.  Or  boosting  run-of-press  sales 


in  specific  sections  by  identifying  circula¬ 
tion  surges  on  specific  days  driven  by 
editorial  features  or  sections. 

The  point  is,  ABC  reports  continue  to 
evolve  over  time  because  market  conditions 
continue  to  evolve  over  time,  prompting  an 
ongoing  evaluation  of  reporting  updates 
that  could  lead  to  better  buying  decisions. 
When  an  emerging  issue  challenges  an 
e-xisting  paradigm,  it’s  important  to 
examine  all  the  underlying  obstacles.  In  this 
case,  concerns  over  data  “clutter”  suggest  a 
more  pressing  need  to  prioritize  what’s 
most  important  to  buyers  today.  As  always, 
ABC’s  board,  its  advisory  committees,  and 
its  members  will  collaborate  to  consider 
the  views  of  all  sides  and  evaluate  which 
options  stand  to  make  the  greatest  impact 
—  and  then  e.xperiment  with  innovative 
and  effective  ways  to  present  the  informa¬ 
tion  and  optimize  its  long-term  benefit. 

MATTHEW  SPAHN 
BOARD  DIRECTOR 
Audit  Bureau  of  Circulations 
Schaumburg,  Ill. 

DIRECTOR,  MEDIA  PLANNING 
&  MARKETING  BUDGETS 
Sears,  Roebuck  and  Co. 

Hoffman  Estates,  Ill. 

Corrections 

In  X!irc^ain.s  bode  teell for ponsible 
ad  himaround.” April  28,  p.  7,  E&P 
mvtidentified  the  mast  recent  .space-shuttle 
disaster:  Columbia  exploded  in  February; 
Challenger  exploded  in  January  1986. 

In  "Chron  in  a  conflict, "April  28,  p.  12, 

E&P  mLs.spelled  the  surname  of  a  former 
San  Francistx)  Chronicle  columnist  u'hase 
termination  is  the  sul^ct  of  a  fprievance 
filed  by  his  union.  He  is  Henry  Non. 


50  YEARS  AGO 


NEWSPAPERDOM  *  FROM  EDITOR  &  PUBLISHER 


MAY  2,  195;i: 

U.S.  Sen.  Joseph  R.  McCarthy’s 
office  in  Washington  said  Thursday 
that  the  transcript  of  the  Senate 
Investipting  Committee's  April 
24  examination  of  New  York  Post 


Editor  James  A.  Wechsler  will 
be  made  public  as  soon  as 
supplemental  material  is  added. 

Arthur  Porter,  vice  president  in 
charge  of  media  at  Leo  Burnett 


Co.  Inc.,  said  in  an  interview  this 
week  that  newspapers  must 
develop  a  new  kind  of  audience¬ 
rating  system  if  they  are  going  to 
continue  to  compete  realistically 
with  mapzines.  radio,  and  TV 


E&P  INTERACTIVE 

TRAFFIC  STOPS  A  funny  thing 

happened  on  the  Information 
Superhighway:  People  started 
building  roadblocks  in  the  form 
of  ad  blockers  and  spam  filters _ 12 
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THIS  WEEK  ON  THE  WEB 

Exclusively  on  editorandpublisher.com ... 

A  Las  Vegas  Re¥iew- Journal  story  about  a  US. 
Marine  who  shot  an  Iraqi  soldier  in  the  back  of  the 
head  could  result  in  war-crime  charges.  Rate 
Bartholomew  writes  that  the  newspaper,  following 
legal  advice,  isn’t  talking  about  the  story 
(“Headlines.”  May  2). ...  There's  a  reason 
(10  reasons,  actually)  that  consumers  preferred 
TV  over  newspapers  for  their  war  coverage,  says 
Editor  Greg  Mitchell  (“Headlines.”  May  1). ... 
Newspaper  Web  sites  are  bringing  in  substanbal 
revenue,  reports  columnist  Steve  Outing,  who 
offers  a  progress  report  on  online  business 
models  (“Features  &  Columns.”  April  30). ...  Plus 
a  new  Photo  of  the  Week  and  E&P  Online  Poll. 


www.editorandpublisher.com 


MAY  5,  2003  EDITOR*  Pl'Bl.ISHER  3 


The  Salt  Lake 
Tribune,  trying 
to  recover  from  The 
National  Enquirer 
scandal,  brought  in  a 
journalism  professor 
and  ethicists  to 
independently  put 
the  Salt  Lake  City 
paper’s  practices  un¬ 
der  a  microscope, 
said  William  Dean 
Singleton,  vice 
chairman  and  CEO 
of  the  Tribune's 
parent  MediaNews 
Group  Inc.  in  Denver. 

Two  Tribune 
reporters  were  fired 
after  admitting  to 
selling  rumors  about 
the  Elizabeth  Smart 
case  to  the  super¬ 
market  tabloid  for 
$20,000.  Editor 
James  E.  Shelledy 
resigned  Thursday 
over  his  handling  of 
the  case. 

Joel  Campbell,  a 
professor  at  Brigham 
Young  University,  will 
write  a  report  on  the 
affair  that  will  run 
unedited  in  the  paper, 
and  two  faculty 
members  at  the 
Poynter  Institute  in 
St.  Petersburg,  Fla., 
will  review  the 


pockets  —  and  experience  emerging  from  JOA  wrecks 
unscathed.  In  San  Francisco,  it  ended  up  taking  over 
the  bigger  paper,  and  in  San  ;\ntonio,  it  bested  Rupert 
Murdoch  and  wound  up  with  his  paper,  too. 

The  events  of  the  w  eek  were  swift  and  dramatic: 
Blethen  told  Hearst  the  Times  board  had  decided  to 
trigger  a  clause  that  would  kill  the  JOA,  and  perhaps 
the  P-I  as  well,  in  18  months;  Hearst  quickly  respond- 
txl  with  a  pre-emptive  lawsuit;  and  Blethen  issued  the 
formal  “loss  notice”  the  following  day. 

Yet,  the  litigation,  which  promises  only  to  become 
more  bitter  if  it  a)ntinues,  al.so  offered  a  rarely  opened 
window  into  the  operations  of  the  two  privately  held 
newspaper  companies.  Here  are  some  of  the  claims 
from  Hearst  Communications  v.  Seattle  Times 
^  Company,  Case  No.  03-2-23950  (obtained  by 


P-I’  in  the  sky?  One  newspaper  may  go 
as  charges  (and  legal  moves)  fly,  with 
Blethen  seeking  divorce  from  Hearst 


BY  MARK  FITZGERALD 

SEATTLE 

The  lawsuit  Hearst  Communications  Inc. 
filed  in  Seattle  last  w'eek  gets  to  the  point  in  its 
ver\'  first  sentence:  “This  case  is  about  an 
attempt  by  the  Seattle  Times  Company  (“Times”  or 
“Defendant”),  owner  of 'Fhe  Seattle  Times  newspaper 
(“Seattle  Times”),  to  eliminate  one  of  the  two  daily 
new'spapers  in  Seattle.” 

That’s  pretri’  much  how  The  Seattle 
Times  sees  things  —  only  m 
reverse.  “I’ve  got  a  $5-billion-a-  ^ 

year  conglomerate  tiying  to  put  us 
out  of  business,”  Times  Publisher 
Frank  A.  Blethen  said  about  his  ^ 

family’s  paper  when  repiorters  cor-  \  ' 
nered  him  for  a  comment  during  the  , 

Newspaper  Association  of  America  * 

(NAA)  convention  here  last  w'eek. 

It  had  been  obvious  for  a  while  that  the 
unhappy  parties  to  the  joint  operating 
agreement  (JOA)  between  Hearst ’s  Seattle 
Post-Intelligencer  and  The  Seattle  Times  — 
owned  50.5%  by  Blethen  family  members  and 
49.5%  by  Knight  Ridder  —  were  headed  for  a 
collision.  Last  week,  the  smash-up  took  place.  ^ 

This  is  a  high-stakes  fight  for  both  sides:  The  ””” 
Times  owns  all  the  printing  presses,  production 
equipment,  and  circulation  trucks,  and  its  circulation 
has  been  pulling  ahead  of  the  P-I  since  it  went  to  the 
morning  cycle  in  2000.  But  Hearst  has  the  far  deeper 


Frank  A. 
/  Blethen  is 
smack-dab 
in  the  middle 
/  of  the  proposed 
split  between 
The  Seattle  Times 
and  the  Seattle 
Post-Intelligencer. 
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E^P),  in  King  County  Superior  Court  in  Seattle: 

•  The  Seattle  JOA  was  a  gold  mine  for  its  first  16 
years.  Hearst  says  it  estimates  the  JOA  generated 
more  than  $500  million  in  pretax  cash  flow  between 
1983,  its  first  year,  and  1999.  The  Times’  share  of  the 
so-called  “agency  remainder”  —  the  money  left  over 
after  new’s  and  editorial  expenses  are  paid  —  was 
more  than  $200  million  during  that  period,  the  suit 
claims.  Hearst,  owmer  of  the  smaller  paper,  said  its 
share  of  the  take  in  those  years  was  just  $50  million. 

•  Just  before  the  November  2000  strike  against 
both  papers  by  The  Newspaper  Guild,  the  Times  was 
forecasting  an  operating  profit  for  the  year  of  $73 
million  —  $6  million  more  than  it  figured  in  Januaiy. 
With  the  strike  ruining  its  holiday-advertising  season, 
the  agenc\  's  actual  operating  profit  turned  out  to  be 
$44.4  million,  Hearst  claims.  “But  for  the  strike.  The 
Seattle  Times  and  the  P-/ would  have  made  a  [agenc\- 
remainder]  profit  in  2000,”  the  suit  saN-s. 

•  A  1999  amendment  to  the  JOA  loss  notice 
“requires”  both  sides  to  do  whatever  is  necessary 
to  kill  one  paper  if  either  paper  sustains  three  con¬ 
secutive  years  of  losses.  If  a  paper  is  not  folded,  the 
JOA  automatically  terminates.  By  issuing  the  loss 
notice  on  April  29,  the  Times  has  set  the  stage  for  the 


JOA  to  dissolve  in  18  months,  on  Oct.  29  of  next  year 
—  unless,  of  course,  court  action  leads  to  a  delay  or 
series  of  delay’s. 

•  Blethen  “increased  The  Seattle  Times’  news  and 
editorial  e.\penses  by  millions  of  dollars”  by  hiring  “at 
least  63  additional  full-time  and  part-time”  journal¬ 
ists,  the  suit  says.  While  Blethen  is  not  commenting 
on  the  lawsuit,  he  previously  has  maintained  that 
those  hires  only  brought  the  paper  back  to  staffing 
levels  before  the  strike,  when  dozens  of  employees 
were  laid  off".  The  suit  claims  Blethen  also  depressed 
the  agencv’  remainder  by  $800,000  when,  “over  the 
express  objections  of  the  P-I,”  he  increased  the 
minimum  news  hole  for  both  papers  that  is  paid  for 
out  of  JOA  revenue  rather  than  by  each  paper. 

There  were  revelations  outside  the  courthouse  last 
week,  too:  Bill  Richards,  the  freelance  journalist 
who  is  covering  JOA  issues  for  the  Times,  revealed 
that  Blethen  and  Hearst  executives  were  in  talks 
throughout  the  winter.  At  one  point,  Blethen  pro¬ 
posed  to  roll  back  the  P-Ts  share  of  the  JOA  proceeds 
to  32%  in  exchange  for  allowing  the  JOA  to  contin¬ 
ue.  The  P-I  share  increased  to  40%  from  32%  in 
2000  as  part  of  the  deal  that  allowed  the  Times  to 
switch  to  morning  publication.  11 


NAA  2003;  Nothing  hut  blue  skies? 

Spirits  appear  to  be  on  the  rise 


Passing  the  hat:  Outgoing  NAA  Chairman  William  Dean 
Singleton  (right)  and  incoming  NAA  Chairman  Tony  Bidder 


BY  LUCIA  MOSES 

SE.XTTLE 

OCKET  UMBREL- 

las  —  a  must- 
have  in  Seattle  — 
were  handed  out  at  the 
opening  party'  of  the 
Newspaper  Association 
of  America  convention. 
As  it  turned  out,  they 
were  unnecessarv',  as 
convention-goers  were 
treated  to  a  rare  three 
days  of  clear  Seattle  sky. 

The  weather  was  more 
than  a  little  sv-mbolic. 
Judging  by  attendance 
—  more  than  900 
turned  out,  an  increase 
in  excess  of  20%  over 
last  year  in  sunny  New 
Orleans  —  and  between- 
session  a)mments,  pub¬ 
lishers  are  feeling  pretty- 
OK  about  their  business. 

“I  sense  a  cloud  has 
lifted,”  said  Steven 
Townsley,  vice  president 


of  publishing  at 
convention  sponsor 
NewspaperDirect,  which 
digitally  delivers  editions 
of  newspapers  to  hotels 
and  other  venues.  “The 
past  couple  years  had 
been  funereal.” 

Or  was  it  more  a 
matter  of  people  “getting 
used  to  the  crummv 


environment,”  as  Gaiy  B. 
Pruitt,  chairman,  CEO, 
and  president  of  the 
McClatchy  Co.,  put  it 
with  a  smile? 

Some  publishers 
grumbled  privately 
that  thev'  weren’t 
ready  to  celebrate  a 
turnaround  yet.  Ad 
spending  remains  tough 


in  many  markets,  and 
classified  help-wanted 
ads  have  yet  to  bounce 
back.  While  consumer 
confidence  rallied  as 
heavy  fighting  in  Iraq 
wound  down,  some 
experts  doubt  the  gain 
will  last,  considering  the 
weak  labor  market. 

“The  consumer  is 
worried  about  every¬ 
thing,”  Allen  Questrom, 
chairman  and  CEO  of 
J.C.  Penney  Co.  Inc.,  said 
in  a  convention  speech. 
“The  recession  is  not 
over.  People  are  most 
concerned  about  their 
personal  safety  .” 

As  another  advertiser 
suggested,  newspapers 
can  no  longer  take 
even  their  most  loyal 
customers  for  granted. 
Daniel  Edelman,  chair¬ 
man  and  CEO  of  the 
Bon  Marche,  said  that 


paper's  rules  and 
procedures,  Singleton 
said.  “We  need  to 
make  sure  we’ve 
done  everything 
we  can.” 

-  LUCIA  MOSES 


eHINES; ‘TIMES' 
FOR  A  REVIEW 

Howell  Raines, 
executive  editor 
of  The  New  York 
Times,  said  Jayson 
Blair,  a  former 
reporter  for  the  paper, 
had  been  warned 
about  an  “unaccept¬ 
able  error  rate,”  but 
had  been  improving 
prior  to  the  publica¬ 
tion  of  his  April  26 
story  that  appeared 
to  lift  material  from  a 
San  Antonio  Express- 
News  report. 

Blair,  27,  who 
resigned  Thursday, 
was  warned  in 
January  of  last  year 
after  making  46 
corrected  errors  in 
the  preceding  three 
years.  Since  then, 
Blair  had  made  eight 
corrected  errors, 
Raines  told  E&P 
on  Friday. 

Blair  was  a  reporter 
of  “great  energy 
and  talent  who  was 
being  warned  about 
working  too  fast,” 
Raines  said. 

“He  seemed  to  be 
responding  to  stem, 
professional  direc¬ 
tion,”  Raines  went 
on,  adding  that  he 
had  no  indication  yet 
whether  Blair  had 
plagiarized  in  the 
past.  “In  retrospect,  it 
seems  we  dealt  with 
him  appropriately 
based  on  our  knowl¬ 
edge  at  that  time.” 
Raines  said  the 


www.editorandpublisher.com 


MAY  5,  2003  EDITOR4  Pl'Bl.lSHER  O 


E  &  P  NEWS 


Times  is  reviewing 
Blair’s  past  work  as 
well  as  the  possible 
need  for  a  change 
in  how  errors  are 
handled. 

-  LUCIA  MOSES 


In  his  second 
promotion  in  the 
past  year,  Craig  Moon 
on  Thursday  was 
named  president  and 
publisher  of  USA 
Today.  A  longtime 
business-side  execu¬ 
tive  at  Gannett  Co. 
Inc.,  Moon  will 
succeed  Tom  Curley, 
who  will  become  CEO 
and  president  of  The 
Associated  Press 
June  1.  Moon,  54, 
will  report  to  Douglas 
H.  McCorkindale, 
Gannett's  chairman, 
CEO,  and  president. 

Foreshadowing  his 
move  to  the  national 
newspaper.  Moon 
edged  up  last  year  to 
executive  vice  presi¬ 
dent  of  Gannett’s 
newspaper  division 
from  president  and 
publisher  of  The  Ten¬ 
nessean  in  Nashville. 
He  also  was  a  Gan¬ 
nett  group  publisher. 

In  Nashville,  where 
he  served  in  top  roles 
from  1991  to  2002, 
Moon  was  described 
as  a  hard-driving 
albeit  introverted 
publisher  who 
embraced  innovation. 
Under  him,  the  paper 
introduced  Page  One 
ads,  daily  zoned 
sections,  and  a 
number  of  niche 
publications. 

Tennessean  Editor 
Frank  Sutherland  said 
Moon  formalized 


Louis  D.  Boccardi  (second  from  left),  soon  to  retire  as  CEO  and  presi¬ 
dent  of  The  Associated  Press,  conducts  a  panel  discussion  on  April  28. 


the  Northwestern 
department-store 
chain  is  demanding 
more  accountability 
in  how  it  spends  its 
ad  dollars.  “We  just 
need  to  see  circu¬ 
lation  start  to 
increase,”  he  said 
during  a  panel 
discussion.  “The 
biggest  share  of  our 
ad  dollars  goes  to 
newspapers,  but  it 
is  shrinking,  and 
we’d  like  to  see  that 
grow  again.” 

While  retailers 
offered  constructive 
criticism,  papers  got 
praise  from  an  unlikely 
source.  Army  (jen. 
Tommy  R.  Franks,  who 
said  embeddt'd  journal¬ 
ists  performed  well. 
“Embedding  will  happen 
again,  and  I  remain  a 
fan,”  he  said  in  a  taped 
interview  during  The 
Associated  Press’  annual 
meeting,  which  took 
place  at  the  convention. 

And  the  many  pub¬ 
lishers  favoring  a  relax¬ 
ing  of  cross-ownership 
rules  were  encouraged 
when  Federal  Commu¬ 
nications  Commission 
Chairman  Michael  K. 
Powell  told  a  packed 
ballroom  he  predicted  a 
“very  good  result  across 


the  board  on  June  2,” 
the  day  the  F’CC  is  set 
to  finish  its  review  of 
media-ownership  rules. 

The  gatherings 
had  their  unscripted 
moments.  During  a 
tribute  to  Louis  D. 
BcKcardi,  retiring  after 
18  years  as  AP’s  presi¬ 
dent,  unionized  employ¬ 
ees  leaflcted  outside  the 
hotel  meeting  site  to 
protest  the  lack  of  a 
new  AP  contract. 

The  convention 
provided  the  usual  mix 
of  self-congratulation 
and  criticism. 

Two  years  into  the 
Readership  Institute’s 
“Impact”  .study  of  read¬ 
ership,  many  papers  are 


following  its  recommen¬ 
dations  with  gusto.  A 
reader  survey  shows  the 
Chkago  Tribune's  in¬ 
paper  promotion  works, 
said  Tim  Kennedy,  vice 
president  of  strategy  and 
development  for  parent 
Tribune  Co.  “Bottom 
line,  these  ads  change 
reader  behavior,  and 
that’s  what  we’re  trying 
to  do  with  in-paper 
promotion,”  he  said  dur¬ 
ing  a  readership  panel. 

Micnxsoft  Q)rp. 
Chairman  Bill  Gates,  in 
a  speech,  e.vhorted 
publishers  to  take 
their  online  audiences 
seriously.  “The  way  we 
see  the  online  news¬ 
paper  business  is ...  it 


takes  all  the  edito¬ 
rial  strengths  of 
the  paper ...  and 
then  adds  in  new 
capabilities,”  he 
said.  Colby  At¬ 
wood,  a  partner 
with  new-media 
consultancy 
Borrell  Associates 
Inc.,  said  although 
the  Internet  is 
here  to  stay,  some 
publishers  still 
need  reminding 
that  “it’s  growing, 
and  your  revenue 
is  not.” 

As  the  new  NAA 
chairman’s  to-do  list 
shows,  the  industry  still 
lags  in  diversity.  Among 
other  things,  Knight 
Ridder  Chairman  and 
CEO  Tony  Ridder  called 
on  NAA  to  improve 
women  and  minority 
repre.scntation  in  news¬ 
paper  management. 

“Just  kK)k  around  this 
room,  and  you  can  see 
we  are  not  diverse 
enough.  For  the  future  of 
our  economic  health,  we 
must  do  this,”  he  said. 

A  musical  bash 
organized  by  outgoing 
NAA  Chairman  William 
IX'an  Singleton  helped 
attendees  forget  their 
shortcomings  —  at 
least  temporarily.  II 


NAA  2003:  The  young  and  the  restless 

Study  shows  readership  at  crossroads 


BY  MARK  FITZGERALD 

SEATTLE 

N  THEIR  COVERAGE  OF  THE  IRAQ  CONFLICT, 

newspapers  may  have  won  the  quality  battle  but 
lost  the  war  —  for  young  or  uncommitted 
readers.  According  to  the  latest  study  by  the  Reader- 
ship  Institute  (RI),  highlighted  at  the  Newspaper 
Association  of  America  convention,  readership  by 
“light”  and  young  readers  did  increase  modestly 
during  the  recent  invasion  —  but  that  actually  may 
hurt  in  the  long  run.  These  infrequent  readers  poked 


into  newspapers  more,  but  didn’t  like  what  they  saw. 

“One  thing  that  is  clear  is  that  even  as  light  and 
young  readers  moved  to  the  paper,  they  were  not 
.satisfied,  compared  to  the  levels  of  heavy’  and  moder¬ 
ate  readers,”  said  RI  Director  John  Lavine.  “They  will 
not  stick  with  you.” 

Still,  a  separate  RI  study  showed  that  because  many 
newspapers  are  using  the  techniques  suggested  by  the 
institute’s  mammoth  “Impact”  study  —  publishing 
more  in-paper  content  promotions,  telling  stories 
about  ordinary  people,  improving  circulation  service. 
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and  shedding  a  “defensive”  corjxjrate  culture  —  news¬ 
papers  are  making  some  progress  on  readership. 

Overall,  problems  remain  with  light  and  young 
readers,  “but  readership  of  your  heaviest  readers  went 
up,”  Lavine,  who  also  directs  the  Media  Management 
Center  at  Northwestern  University  in  Evanston,  Ill., 
told  publishers  at  the  NAA  convention.  “You’re 
making  real  headway  with  moderate  and  heavy 
readers.”  Further,  the  study  shows  that  one-third  of 
young  readers  are  already  heavy  readers,  a  result  that 
is  far  below  that  of 
past  generations  but 
unexpectedly  high 
now,  given  the  long 
decline  of  news¬ 
paper  readership. 

What  newspapers 
must  do  to  attract 
younger  and  infre¬ 
quent  readers  is  rebrand  their  products  the  way  the 
Starbucks  Corp.  transformed  the  image  of  coffee, 
Lavine  said :  “Coffee  in  a  can  is  a  dead  ringer  for  where 
newspapers  were:  It  was  a  mature  product,  it  was 
dying,  everybody  said  its  time  was  over  —  and  then 
Starbucks  came  along.” 

Young  readers  tell  RI  researchers  they  feel  they  are 
“drowning”  in  a  Upical  newspaper’s  long,  complex 
content.  What  they  should  be  feeling  is  “buzz”  with 
features  and  storytelling  techniques  that  encourage 
discussion.  “Of  all  kinds  of  marketing,  nothing  is 
better  than  someone  saying  to  their  friend,  ‘Did  you 
see  this  in  the  paper?’”  Lavine  said. 


The  results  of  the  institute’s  most  recent  study, 
however,  were  pretty  grim. 

For  all  the  “embedding,”  the  elegant  news  packag¬ 
ing,  and  the  ready-made  desert  drama,  newspaper 
coverage  of  the  war  in  Iraq  failed  to  move  the  needle 
on  readership.  People  who  were  already  “moderate” 
or  “heavy”  readers  of  newspapers  before  the  war  did 
not  pick  up  a  paper  more  frequently,  spend  more  time 
reading  it,  or  read  more  of  the  paper  during  the  war 
—  the  three  factors  that  make  up  the  RBS,  or  Reader 
Behavior  Score. 

Overall,  in  fact, 
TV  won  the  battle 
for  the  hearts  and 
minds  of  con¬ 
sumers  during  the 
Iraq  war,  the  study 
of  1,.550  people  in 
100  markets  found. 
“By  a  large  margin,  TV  won  in  Iraq  —  even 
in  areas  that  papers  expected  to  win,”  Lavine  said. 
Study  participants  used  superlatives  to  describe  the 
performance  of  TV  news  that  were  once  reserved  only 
for  newspapers:  TV  news  was  rated  as  the  medium 
that  was  most  complete,  accurate,  and  engaging  — 
and  participants  indicated  they  thought  it  offered  the 
best  e.\perts  and  greatest  variety  of  viewpoints. 

Preliminary  results  of  the  Iraq  war  study  are  posted 
on  RI’s  Web  site  (http://w'ww.readership.org).  For 
E^P  Editor  Greg  Mitchell’s  take  on  it,  follow  the 
“Headlines”  link  on  the  home  page  of  E&P  Online 
(http://wwvv’.editorandpublisher.com)  to  May  1.  11 


Newspapers  are  like 
coffee  in  a  can  was 
a  few  years  ago  —  “then 
Starbucks  came  along.” 


—  JOHN  LAVINE 

Readership  Institute 


NAA  2003:  The  party 


singleton  Tops  himself,  puts  on  Dog 


BY  MARK  FITZGERALD 

SEATTLE 

Delivering  on  his 
promise  to  stage  the 
most  energetic 
convention-closing  party 
NAA  has  ever  had,  outgoing 
Chairman  William  Dean 
Singleton  channeled  the  spirit 
of  rock  impresario  Bill  Graham 
with  a  show  that  featured  three 
Boomer  faves:  The  Four  Tops, 
Three  Dog  Night,  and  a 
“surprise”  band  led  by  former 
Beach  Boy  Al  Jardine. 

Singleton,  MediaNews 
Group  Inc.’s  CEO,  knew  his 
audience.  With  the  ofiening 
chords  of  “California  Girls,” 
the  dance  floor  quickly  filled 
with  publishers  not  normally 
associated  with  full-tilt  boogie 


attitude.  First  on  the  floor 
by  E^Fs  reckoning: 

Wehco  Media  Inc.  CEO 
and  President  Walter  E. 
Hussman  Jr.  Astonishingly 
for  one  of  these  affairs, 
dancers  outnumbered 
wallflowers,  and  just 
about  everyone  stayed 
until  it  ended,  long  after 
the  downtown  Seattle 
bars  had  closed  up,  with 
Three  Dog  Night  belting 
out  “Joy  to  the  World.” 

“This  is  not  your 
father’s  NAA  convention 
party,”  said  a  beaming  Single- 
ton,  who  joined  the  Four  Tops 
on  stage  for  a  few  background 
vocals.  In  mid-concert,  Single¬ 
ton’s  successor  as  NAA  chair¬ 
man,  Tony  Ridder,  presented 


Clutching  his  gold  record,  Singleton 
is  hardly  standing  in  shadows  of  love. 


him  with  a  gold  record 
showing  his  face  and  the 
words,  “Outstanding 
Performance:  William  D. 
Singleton  for  Best  Music 
Collection  in  Newspaper 
Association  History.” 


long-term  planning, 
expanded  the  space 
for  news,  and  nearly 
doubled  the  editorial 
staff  during  his 
tenure.  Said 
Sutherland,  “He 
understood  the  value 
of  news  hole.” 

-  LUCIA  MOSES 

AQUIETDEBOT 

INPITT!!B0R6H 

The  Tribune- 
Review,  based  in 
Greensburg,  Pa.,  has 
quietly  launched  an 
urban  counterpart 
aimed  at  young 
professionals  in 
Pittsburgh.  The 
five-day,  afternoon, 
tabloid  Pittsburgh 
Trib  p.m.  contains 
part  of  the  name  but 
not  the  conservative 
slant  of  its  Richard 
Mellon  Scaife- 
owned  parent. 

It’s  a  “little  edgier,” 
said  Ralph  Martin, 
the  Tribune-Review’s 
general  manager.  “It’s 
a  quick,  short,  kind 
of  a  poppy  read.  We 
don’t  think  anybody 
is  trying  to  cover  this 
niche  right  now.” 

Sales  of  the 
3-week-old  paper, 
which  goes  for  a 
quarter  through  coin 
boxes,  retailers,  and 
hawkers,  are  up  to 
6,250  daily  through 
word-of-mouth, 

Martin  said. 

Doug  Olsson, 
director  of  sales 
and  marketing  for 
the  market-leading 
Pittsburgh  Post- 
Gazette,  knows  this 
much  for  sure:  “The 
newspaper  market 
is  alive  and  vibrant 
here.” 

-  LUCIA  MOSES 
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[.L6AYLI 
DIESATABEea 

Edward  L. 

Gaylord,  editor 
and  publisher  of  The 
Daily  Oklahoman  in 
Oklahoma  City  since 
1974,  died  April  27 
of  complications  from 
pancreatic  cancer. 

He  was  83. 

Gaylord  was  a 
media  and  business 
giant  involved  in 
much  more  than  the 
newspaper  (which  his 
father  founded  in 
1903).  Augmenting 
his  ownership  of  the 
Oklahoman,  he  also 
had  interests  in  the 
nationwide  Gaylord 
Hotels  chain  and 
the  widely  known 
Grand  Ole  Opry 
in  Nashville,  Tenn. 

Employees  at  the 
Oklahoman  remem¬ 
bered  Gaylord  as  a 
boss  who  was  dedi¬ 
cated  to  the  paper 
despite  his  other 
commitments. 
Executive  Editor 
Sue  A.  Hale  said  that, 
throughout  her  three 
years  at  the  paper, 
Gaylord  “was  here 
daily”  and  “fulfilled 
his  roles  as  editor  and 
publisher ...  up  until 
the  last  week  or  so.” 

Gaylord  announced 
April  18  that  he 
would  be  passing  the 
jobs  of  editor  and 
publisher  to  David 
Thompson  and  Ed 
Kelley,  respectively. 

President  Bush, 
who  co-owned  the 
Texas  Rangers  with 
Gaylord  and  others  in 
the  1980s,  issued  a 
statement  of  condo¬ 
lences  on  April  28. 

-  RAPE 
BARTHOLOMEW 


Paper  hoiked  with  Bouton  at  bat 

And  he’s  ...  out  at  home! 


BY  JOE  STRUPP 

Former  Major  League  Ba.seball  pitcher 
Jim  “Bulldog”  Bouton,  whose  controversial 
memoir  Ball  Four  still  resonates  among  fans 
more  than  30  years  later  for  its  revelations  about  the 
sordid  lives  of  players,  throws  his  latest  fastball  at  a 
Massachusetts  newspaper,  claiming  in  a  new  book 
that  the  daily  all  but  sabotaged  his  efforts  to  renovate 
a  local  ballpark. 

In  Foul  Ball,  the  self- 
published  tale  Bouton 
plans  to  release  in 
June,  the  retired  pitch¬ 
er  claims  The  Berkshire 
Eagle  in  Pittsfield, 

Mass.,  deceived  read¬ 
ers  about  the  viability 
of  a  new  stadium  that 
the  31,277-daily-cir¬ 
culation  Eagle  planned 
to  help  bankroll  — 
while  it  campaigned 
against  a  plan  by 
Bouton  and  two  part¬ 
ners  to  renovate  the  existing  Wahconah  Park,  an  84- 
year-old  venue  and  a  favorite  of  minor-league  fans. 

“The  moment  we  walked  into  town  with  the  deal, 
we  were  attacked  by  The  Berkshire  Eagle  and  we 
couldn’t  figure  out  why,”  said  Bouton,  who  lives  south 
of  Pittsfield  and  briefly  pitched  in  Wahconah  Park  as 
a  player  during  a  try  out  in  the  1970s.  "The  Berkshire 
Eagle  w'as  pushing  the  new'  stadium  by  using  the 
argument  that  if  they  didn't  build  the  new  stadium, 
there  w'ould  be  no  baseball  in  Pittsfield  and  no 
stadium,  w  hich  w'as  not  true.” 

The  Eagle,  owned  by  Denver-based  MediaNew's 
Group  Inc.,  has  defended  its  efforts  on  behalf  of  a  new 
ballpark  while  attacking  Bouton’s  charges  in  several 
news  stories  as  well  as  an  editorial  published  April 
16  that  said  Bouton’s  “command  of  the  facts  is  so 
tenuous,  and  his  allegations  so  unfounded,  that  it  is 
no  wonder  he  is  reduced  to  self-publishing.” 

The  tale  of  tw'o  ballparks  began  in  2001  when  the 
Pittsfield  Astros  announced  plans  to  leave  the  citv'- 
owned  Wahconah  Park  for  a  new  home  in  Troy,  N.Y. 
Bouton  and  two  partners  pitched  the  idea  for  a  $1.5- 
million,  privately  funded  renovation  of  Wahconah 
Park  and  a  plan  to  find  a  new'  team. 

That  same  year,  a  plan  to  build  an  $18.5-million 
stadium  and  complex  at  a  different  site  was  put  forth 
by  a  group  of  city  leaders  and  local  businesses,  includ¬ 
ing  the  Eagle,  which  pledged  $2  million  tow'ard  the 
project  as  well  as  land  adjacent  to  the  paper’s  head¬ 
quarters,  according  to  Martin  C.  Langeveld,  vice  pres¬ 
ident  of  New  England  Newspapers  Inc.,  the  Media- 
News  division  that  runs  the  Eagle.  “It  was  an  ideal 


ww. 


Jim  Bouton 
(today  and 
hurling  in  the 
1960s),  a 
21 -game 
winner  for 
the  New  York 
Yankees  in 
1963,  later 
wrote  the 
popular  t>ook 
Ball  Four 
and  now  a 


location,  and  it  would  have 
been  a  nice  downtow-n  ball¬ 
park,”  he  said.  “But  the  op¬ 
ponents  [including  Bouton] 
decided  the\-  didn’t  like  it.” 

The  new-stadium  plan  re¬ 
quired  voters  to  approve  the 
creation  of  a  civil  authoritv’ 
to  oversee  its  operation.  The 
proposal  struck  out  in  June 
2001  when  residents  mowed 
it  down  at  the  jxjHs.  Later 
that  year,  the  Pittsfield  Parks  Commission  unani¬ 
mously  voted  down  Bouton’s  plan,  then  lea,sed  Wah¬ 
conah  Park  to  the  owner  of  another  minor-league 
team  who  moved  his  franchise  to  Pittsfield  in  2002. 

In  his  book.  Bouton  contends  his  proposal  never 
got  up  to  bat  because  of  opposition  from  the  Eagle, 
which  he  claims  deceived  voters  about  elements  of 
both  his  plan  and  the  new-stadium  proposal.  Eagle 
Editor  David  Scribner,  whom  Bouton  dubbed  Mr. 
Misinformation  in  his  book,  denied  the  accusation. 
“Editorially,  w'e  favored  [the  new'  stadium],”  Scribner 
told  E^P.  “But,  as  far  as  our  news  coverage,  that  is  not 
true.  We  actually  got  a  lot  of  flak  from  our  publisher 
that  W’e  w'ere  doing  too  much  on  the  opponents  of  the 
new  stadium,  but  that  didn’t  stop  us.” 

Despite  complaints  that  Bouton’s  book  is  mislead¬ 
ing,  Langeveld  said  the  paper  does  not  plan  to  take 
any  legal  action  against  him. 

Foul  Ball  was  to  have  been  published  by  Public 
Affairs  Press  of  New'  York,  but  Bouton  ended  his  rela¬ 
tionship  with  the  publisher  after  it  requested  he  seek 
responses  from  the  General  Electric  Co.,  a  backer  of 
the  new  -stadium  plan  that  the  book  attacks. 

“I  never  asked  for  a  response  from  the  baseball 
commissioner  when  1  wrote  Ball  Four,”  Bouton  told 
££;fPlast  week,  explaining  w'hy  he  would  not  oblige.  “I 
just  tell  w’hat  happened  and  let  the  reader  draw'  his 
ow'n  conclusions.”  11 
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VIRGINIA 


Thomas  L.  Chappie 

Thomas  Ghapple,  55,  has  been  named 
to  the  newly  created  position  of  chief 
administrative  officer  at  Gannett  Co.  Inc. 
in  McLean.  Chappie,  who  will  retain  his 
responsibilities  and  titles  as  senior  vice 
president  and  general  counsel  at  the 
nation’s  No.  1  newspaper  company,  will 
oversee  its  security,  law,  human-resources, 
flight-operations,  facilities,  and  corporate-communications 
departments.  He  joined  Gannett  in  1976  as  assistant  corporate 
secretary  and  assistant  general  counsel,  and  he  has  held  various 
executive  titles  with  increasing  responsibility  since  then. 


ARKANSAS 

Rusty  Turner  to  editor  of  The  Morning  News 
in  Springdale  from  managing  editor.  He 
replaces  JiHl  MorriSS,  who  retired  after 
53  years  wath  the  newspaper  owned  by 
the  Stephens  Media  Group  in  Las  Vegas. 

NEBRASKA 

Rita  Thomas 

to  publisher  of 
the  York  News- 
Times  from  pub¬ 
lisher  of  the 
Yankton  (S.D.)  Daily  Press^  ^ 
Dakotan.  She  succeeds  Mark 
Drudge,  who  is  now  a  regional 
advertising-sales  account  execu¬ 
tive  with  Morris  Communi¬ 
cations  Co.  LLC,  the  Augusta, 
Ga.-based  parent  of  both  papers. 
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Lisa  Thompson  to  managing  editor  from 
Sunday  editor. 

FLORIDA 

Gil  Thelen  to  acting  publisher,  senior 
\ice  president,  and  executive  editor  of 
The  Tampa  Tribune  from  senior  vice 
president  and  executive  editor  of  the 
convergence  flagship  of  Media  General 
Inc.,  headquartered  in  Richmond.  As 
acting  publisher  starting  May  19,  he  will 
succeed  StOVO  Weaver,  W'ho  has  accepted 
a  position  as  senior  \ice  president  of 
advertising  at  The  Dallas  Morning  News. 
(See  “Texas,”  below.) 

MISSISSIPPI 

Katie  Steadman  to  director  of  advertising  at 
The  Clarksdale  Press  Register  from  sales 
representative  at  the  Delta  Farm  Press,  a 
magazine  based  in  Clarksdale. 

NEBRASKA 

Thom  Kastrup  to  classified-advertising 
manager  for  the  Omaha  World-Herald 
from  director  of  sales  for  Midlands  News¬ 
papers  Inc.  Both  are  units  of  the  employee- 
owned  Omaha  World-Herald  Co. 


LOUISIANA 

Ronnie 
Ramos 

to  editor  of  The 
Times  in  Shreve¬ 
port  from  a 
one-year  Nieman  Fellowship 
at  Harvard  University.  He 
replaces  Judy  P.  Christie,  who 
is  now  a  newspaper  consultant. 


NORTH  CAROLINA 
Rufus  M.  Friday  to  vice  president  of 
circulation  at  The  News  ^  Observer  in 
Raleigh  from  director  of  circulation  at 
the  Montgomery  (Ala.)  Advertiser.  He 
replaces  Chris  Blaser,  who  resigned  in 
January  to  accept  a  similar  position  at 
the  San  Francisco  Chronicle. 

PENNSYLVAN I A 
Robert  V  Unger  to  managing  editor  of 
The  Intelligencer  in  Doylestown.  Most 
recently,  he  was  executive  editor  of  the 
Centre  Daily  Times  in  State  College. 
Unger  succeeds  Joan  Bastel.  who  retired 
but  will  serve  as  a  part-time  staff  trainer 
and  writing  coach  for  the  newspaper 
owned  by  Calkins  Media  in  Levittown. 

TEXAS 

Steve  Weaver  to  the  newly  created  position 
of  senior  vice  president  of  advertising  at 
Belo’s  The  Dallas  Morning  News  from 
publisher  at  The  Tampa  (Fla.)  Tribune. 

VIRGINIA 

Jose  A.  Berrios  to  vice  president  for  human 
resources  and  diversitv’  at  Gannett  Co. 

Inc.  in  McLean  from  vice  president  for 
staffing  and  diversity. 

Roxanne  V  Horning  to  vice  president  for 
compensation  and  benefits  from  vice 
president  for  employee  benefits. 

Todd  A.  Mayman  to  vice  president/associate 
general  counsel  and  secretarv’  from  senior 
legal  counsel. 

Chris  Bumgarner  to  general  manager  of 
the  Washington  County  News,  a  w-eekly 
newspaper  in  Abingdon,  from  niche- 
product  manager  of  The  Florida  Times- 
Union  in  Jacksonville. 

John  M.  (Mark)  Sage  to  editor  from  copy 
editor  for  the  Bristol  Herald-Courier. 

Both  the  News  and  the  Herald-Courier 
are  owned  bv  Media  General  Inc. 
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COHMCoilk 

Credibility  is  the  stock-in  trade  of  U.S.  newspapers,  so  their 
corporate-governance  policies  should  be  beyond  reproach 


IT’S  THE  MIDDLE  OF  THE  ANNUAL- 
meeting  season,  and  at  most 
publicly  held  neTV'spaper  companies 
this  year  the  top  executives  are 
staging  an  intricate  two-ring  circus  for 
shareholders.  When  they're  explaining 
away  disappointing  financial  comparables, 
they-  tell  stockholders  that  everything’s 
changing  in  the  media  business.  But  when 
these  same  executives  are  forced  to  discuss 
their  corporate-governance  policies,  they 
insist  that  nothing  should  change. 

This  stubborn  stand  never  made  much 
business  sense,  but  right 
now  it  threatens  to  erode 
the  most  important  asset 
any  neyvspaper  company 
has:  its  credibility'.  News¬ 
papers  in  recent  months 
have  filled  their  business 
pages  —  and,  increasingly, 
their  front  pages  —  yyith 
stories  about  high-powered 
e.xecutives  and  companies 
brought  to  ruin  by  corruption,  fraud,  and 
self-dealing.  The  public  is  disgusted  yyith 
those  who  enrich  themselves  at  the  e.\pense 
of  employees  and  investors,  even  as  neyvs¬ 
paper  groups  retain  policies  that  allowed 
corporate  abuses  to  fester  elsewhere. 

A  feyv  neyvspaper  companies  are  finally 
getting  it.  Last  month,  Dow  Jones  &  O). 
Inc.  directors  ended  six  years  of  resistance 
and  recommended  requiring  board 
members  to  stand  for  election  every  year,  a 
practice  long  urged  by  good-governance 
advocates.  Shareholders  overwhelmingly 
approved  the  move.  The  Washington  Post 
Co.  and  Lee  Enterprises  Inc.  didn’t  wait  to 
be  pushed:  Both  now  treat  stock  options  as 
e.xpenses,  another  welcome  reform. 


But  most  neyvspaper  companies  are  like 
Knight  Bidder,  which  opposed  a  share¬ 
holder  proposal  to  expense  stock  options 
that  won  an  astonishing  49%  of  shares 
voted  at  its  annual  meeting.  Now,  we  can 
understand  why  directors  opposed  the 
proposal.  They  don’t  want  to  look  like  they 
can  be  bullied  by  the  San  Jose  Newspaper 
Guild,  which  introduced  the  measure  only 
to  embarrass  the  chain  during  negotiations 
at  the  San  Jose  (Calif.)  Mercury  News.  The 
Guild  can  hardly  claim  to  be  an  advocate 
for  stockholders  when  it  spends  most  of  its 
time  complaining  about 
the  size  of  Knight  Bidder’s 
margins  —  the  very  thing 
that  Wall  Street  rewards 
yvith  higher  stock  prices. 

But  the  fact  is,  the  close 
vote  on  the  proposal  did 
manage  to  embarrass 
Knight  Bidder,  which  in 
its  corporate  ethics  has 
nothing  to  be  embarrassed 
about.  There’s  no  abuse  of  stock  options  at 
Knight  Bidder,  no  runayvay  compensation 
practices,  no  crime  in  the  suites.  And  this  is 
the  yvay  it  is  throughout  the  industry:  With 
perhaps  one  or  two  e.xceptions,  the  public 
chains  can  withstand  the  toughest  scrutiny. 

That’s  yvhat  makes  the  industry’s 
resistance  to  better  corporate-governance 
policies  so  puzzling.  Neyvspapers  continu¬ 
ally  clamor  for  greater  transparency  in  all 
institutions  of  society,  from  the  statehouse 
to  the  church  rectory  —  and  yet  they'  refuse 
to  adopt  a  few  common-sense  rules  that 
yvould  reassure  readers  that  neyvspapers 
yyill  never  be  mentioned  in  the  same 
breath  as  Enron,  HealthSouth,  and  the  old 
research  unit  at  Salomon  Smith  Barney’. 


The  resistance  to 
change  threatens 
a  newspaper 
company’s  most 
important  asset: 
its  believahilit>. 
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well.  And  when  those  news  alerts  don’t  get 
delivered,  neither  do  the  sponsor  messages 
that  accompany  them. 

E-mail  isn’t  the  only  thing  getting 
blocked.  Web  users  tired  of  pop-ups  and 
other  intrusive  forms  of  online  advertising 
are  increasingly  using  software  to  block  ads. 
All  these  filtering  technologies  could  pose 
serious  threats  to  advertising-supported 
online  publishers,  experts  say. 

Overall,  14%  of  online  consumers  say 
they  now  use  some  form  of  ad-blocking 
software,  according  to  a  March  study  from 
Forrester  Research  in  Cambridge,  Mass. 
That’s  up  from  ju.st  1%  of  Web  surfers  a 
little  over  a  year  ago. 

Even  more  alarming  for  Web  sites:  13%  of 
consumers  surveyed  said  the>'  didn’t  know 
about  ad  blockers  before  being  questioned 
by  pollsters,  but  now  that  they  do,  they  will 
consider  installing  them  on  their  computers. 
At  a  conference  this  year,  Washingtonpost- 
.Newsweek  Interactive  CEO  Christopher 
M.  Schroeder  warned  that  the  spread  of 
ad-stripping  software  could  be 
disastrous  for  the  industry. 

“In  some  bizarro  world  where 
we’re  not  able  to  serve  adver- 
tising,  I  don’t  know  what 
would  happen.”  sa\-s  Jason 
Krebs,  vice  president  for 
sales  at  N\Times.  com. 
That  bizarro  world 
may  be  evolving  more 

publishers  realize  or 
care  to  acknowledge, 
^  public’s  anger 
over  sleazv’  mar- 
keters  could  tarnish 

tisers  and  publishers. 
Our  collective  moods 
are  likely  being  soured 
by  spam  and  other 

intrusive  marketing  messages:  unwanted 
fa.\es,  telemarketing  calls,  or  the  latest 


outrage,  unw'anted 
text  and  voice 
messages  delivered  to 
cell  phones.  Might  all 
interruptions  be 
contributing  to  a 
rising  anti-advertising 
sentiment  among  the 
populace  —  an 
attitude  that  sees  all 
ads  as  nuisances? 


can  be  very  eflFective,”  savs 
David  Teitler,  vice  president 
for  advertising  and  sponsor¬ 
ship  sales  at  PowerOne 
Media  Inc.,  headquartered 
in  Troy,  N.Y.  The  company 
powers  Web  sites  and  sells 
online  advertising  for 
hundreds  of  new'spapers. 

Still,  if  pop-unders  go  away, 
it  probably  would  be  better 
for  the  industry,  Teitler  sav^s. 
I’ve  been  tiying  to  move  away 
from  them  because  I  don’t  think  thev  ’re  a 
permanent  fixture.” 

Perception  is  evervthing.  “Particularly 
frustrating  for  online  new'spaper  managers 
is  that  thev'  get  lumped  into  the  same 
categorv’  as  shady  Web  sites  when  it  comes 
to  pop-ups  and  pop-unders,”  sav's  Ronald 
Dupont  Jr.,  former  general  manager  of  new 
media  for  the  St.  Petersburg  (Fla.)  Times, 
referring  to  sites  that  serve  dozens  of  pop- 
ups  when  a  user  leaves.  “In  fact,  readers  can 
be  even  more  offended  than  usual  by  such 
ads  when  they  appear  on  a  newspaper  Web 
site  because  readers  tend  to  hold  newspaper 
sites  in  higher  regard  than  other  sites.” 

Many  papers  carefiilly  ration  how  many 
pop-unders  thev’  serve  to  readers.  “We  don’t 
overdo  the  privilege  that  our  readers  have 
given  us,”  sav-s  NTiTimes.com’s  Krebs, 
v\  ho  notes  pop-unders  account  for 
less  than  2%  of  the  site’s  overall  ad 


Like  e-maH  filters, 
ad  blockers  aren’t 
perfect,  and 
people ’’quickly 
discover  [their] 
problems.” 

—  UNNIIIROOCX 

Hears!  Newspapers 


Down  on  pop-ups 

For  many  readers,  nothing  is  more 
intrusive  than  a  pop-up 
ad  in  the  middle  of 
their  Web  work. 

Some  publishers 
have  chosen  not  to 
sell  them,  even 
though  thev’  usually 
bring  in  more 
revenue  than  other 
forms  of  online  ads, 
and  others  have 
opted  for  less-intru¬ 
sive  pop-unders. 

“Thev’  provide 
higher  CPMs  [cost  per 
thousands]  than  banners,  and  when  you’re 
talking  about  networkwide  campaigns,  they 


There  are  fewer 
complaints ’"if 
we’re  telling 
them  about  our 
own  product.” 

—  GRESSCHERMER 

Lee  Enterprises  Inc. 


inventoiy.  An  N\Times.com  reader  should 
not  get  more  than  one  pop-under  during 
any  24-hour  period,  Krebs  explains,  and  the 
ads  are  clearly  labeled  as  N\Times.com  ads. 

“We’re  not  ashamed  of  what  we’re  doing,” 
Krebs  sav’s.  And  the  labeling  is  designed  to 
alert  readers  that  all  those  pop-unders 
served  by  other  sites  during  their  Web 
surfing  didn’t  come  from  TTie  New  York 
Times'  site. 

“As  long  as  pop-ups  continue  to  perform. 
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we  will  serv'e  them  if  they  meet  our 
advertisers’  needs,”  says  Amy  Dalton,  a 
spokeswoman  for  Knight  Ridder  Digital  in 
San  Jose,  Calif  “And  if  visitors  choose  to 
block  the  ads,  we  respect  that,  too.”  On  the 
positive  side,  blocked  ads  aren’t  “wasted” 
impressions  for  the  advertiser,  Dalton 
adds,  because  consumers  who  feel  so 
negatively  about  pop-ups  aren’t  going  to 
be  receptive  to  the  messages  delivered  by 
them  anyway. 

Some  ISPs,  such  as  America  Online  Inc. 
and  EarthLink  Inc.,  are  now  touting  the 
fact  that  they  offer  pop-up  blocking  as  a 
selling  point  to  potential  customers.  And 
some  over-the-counter  security  programs 


ashamed  of  what 
we’re  doing,”  hut 
pop-unders  must 
he  rationed. 

—  JASON  KREBS 

NYTimes.coni 


now  come  with 
built-in  ad  and 
e-mail  blockers. 

“You’re  seeing 
the  genesis  of 
something  that 
people  will 
eventually  use 
prevalently,”  sa>^ 

Jay  Brown,  chief 
security  officer  for  Freedom  Communi¬ 
cations  Inc.  of  Irvine,  Calif  He  predicts 
that  large  corporations  eventually  may 
deploy  aggressive  ad-catching  software  to 
speed  Web  browsing  for  their  workers  and 
to  cut  rising  bandwidth  costs. 


Banners  torn? 


REMEMBER  WHEN  YOU  THOUGHT  YOU 
COULD  MOKE  fl  DIFFERENCE? 
YOU  CRN  FEEL  THAT  WRY  RGRIN. 
BEEN  TO  POYNTER? 


Tough  Choices:  Doing  Ethics 
August  17-22,  2003 
Application  Deadline:  June  23, 2003 

In  this  seminar  you’ll  explore  the  connection  between  ethics  and  excellent 
journalism.  You’ll  learn  a  practical  process  for  addressing  and  resolving 
ethics  issues,  and  you’ll  improve  your  deadline  decision-making  skills  in 
matters  of  privacy,  conflicts  of  interest,  fairness,  source  confidentiality,  use 
of  graphic  pictures  and  video,  and  diversity.  You’ll  learn  to  recognize  and 
anticipate  ethical  land  mines  using  your  own  issues  and  stories. 

Reporting  on  Race  Relations 
September  7-12,  2003 
Application  Deadline:  July  14, 2003 

In  this  seminar  you’ll  learn  to  interview,  report  and  write  stories  about  race 
relations  that  are  vibrant,  more  precise,  and  of  greater  relevance  to  your 
readers.  You’ll  learn  to  report  on  the  complexities  of  racial  conflict  in  a  way 
that  keeps  it  in  perspective  and  advances  the  understanding  of  your 
audience.  You’ll  learn  to  find  stories  that  are  deep,  honest,  and 
authentic  enough  to  touch  people. 

Poynter. 

EVERYTHING  YOU  NEED  TO  BE  A  BEHER  JOURNALIST 

www.poynter.org 


Such  solutions  might  not  only  catch 
pop-ups  but  also  block  banners  and  other 
forms  of  advertising.  That  should  obviously 
concern  all  publishers,  says  Ginger  Neal, 
vice  president  and  managing  director  of 
business  development  for  Freedom  Orange 
County  Information  in  Santa  Ana.  Calif 
“A  very  small  portion  of  our  revenues 
come  from  pop-ups,  but  if  banners  and 
other  ads  weren’t  being  delivered,  we’d 
face  losses,”  she  says. 

Like  e-mail  filters,  the  ad  blockers 
aren’t  perfect,  says  Ian  Murdock,  digital- 
media  director  for  Hearst  Newspapers  in 
New  York.  They  interfere  with  many 
e-commerce  sites  that  use  pop-ups  to 
confirm  purchasing  information  or  to 
present  larger  photos  of  products.  “People 
quickly  discover  the  problems  these 
blockers  can  cause,”  he  sav’s. 

The  blockers  also  indiscriminately  put 
the  kibosh  on  multimedia  features,  such 
as  photo-slide  show's  on  news  sites,  as  well 
as  important  messages  from  editors  to 
readers.  “Many  papers  have  radically 
redesigned  their  sites  over  the  past  year  and 
have  used  a  pop-up  window  as  a  way  to 
alert  readers  when  they  arrive  at  the  newly 
designed  site,”  Dupont  say’s.  Readers  with 
blockers  will  miss  those  explanations  and 
tours  of  new  features  on  newspaper  sites. 

Pop-up  blockers  also  could  wreak  havoc 
on  your  internal  marketing  plans.  While 
Lee  Enterprises  Inc.  of  Davenport,  Iow  a, 
doesn’t  sell  pop-ups  to  advertisers,  it  has 
used  them  to  promote  special  oflfers  for 
print-newspaper  subscriptions.  “Our  sense 
is  that  readers  are  more  understanding 
of  them  if  we’re  telling  them  about  our 
own  product,”  says  Greg  Schermer,  vice 
president  for  interactive  media. 

A  2001  report  by  the  Finberg-Gentry 
consultancy  for  the  Newspaper  Association 
of  America  showed  that  many  publishers 
were  generating  new  print  subscriptions 
via  pop-up  house  ads  on  their  Web  sites. 
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AdPower,  now  with  Accounts 
Rccenable,  features  WTSfWTCJ  ad-tak- 
ing  screens,  as  well  as  niultiintxlia  pub- 
lisliing,  multiple  scbedules  for  each  ad 
and  data  wareboi  using. 


Tlie  BITS  W  elebosting  .service  gives  \t)u 
a  prAverful,  up-to-date  Web  site  without 
anv  banKvart*  or  software  concerns  on 
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ad  entrv. 


CirculationPro  3  takes  all  tbe  popular 
features  from  our  previous  versions  and 
adds  serv  er  options  including  Macintosh 
OSX,  WinckAvs  ;uul  Solaris.  (>n  the  client 
end,  it's  a  .simple  Web  bnAvser!  Yet  vour 
data  is  .secure,  vwur  fiinctions  speech'  and 
vxnir  time  us  saved. 


Our  solutions  lue  designed  to  take  care 
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up  for  creativitv  and  selling,  as  well  as 
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Convergence  + 
Internet: 


Seminars  from 
The  Media  Center  at  API 
www.mediacenter.org 

»  Convergence:  The  Tour:  How 
to  Build  a  Multimedia  News 
Company  (October  21-24) 

»  Digital  News  Management: 
Strategic  Thinking  for  a 
Multi-Platform  World 
(September  21-26) 

»  Digital  Revenue  Shock  Tour: 
How  to  Make  Money  on  the 
Internet  (November  4-7) 

;  »  Digital  Story  Master  Class: 
How  to  Create  Innovative 
Multimedia  Journalism 
I  (June  22-26;  December  7-11) 
I  »  Internet  Advertising  Zip-Boom- 
Bop  Holy  Cow  Oh  My  God  Ka- 
Ching  Master  Class:  How  to 
Create  and  Sell  Seriously 
Successful  Interactive 
Advertising  (July  8-11) 

Stay  connected  and  ahead  of 
the  pack.  Subscribe  to 
NewsFuture  and 
Cyberjournalist.net. 

i  , _ The  r-i_^ 

ClVIedia 

Center) 

I 

j  Contact  us  for  a  custom  program. 
anachison@americanpressinstitute.org 
(703)  715-3318 


“Web  publishers  have  to  wean  themselves 
oflF  those  or  find  additional  ways  to  pro¬ 
mote  the  paper,”  says  Howard  I.  Finberg,  a 
principal  at  the  consultancy  and  a  faculty 
member  at  the  PojTiter  Institute  in  St. 
Petersburg,  Fla.  “They  were  effective,  but 
now’s  the  time  to 
move  off  of  them 
or  to  at  least  sup¬ 
plement  them 
\\ith  banner  and 
tile  advertising.” 

His  firm  is  work¬ 
ing  on  a  follow¬ 
up  report  on 
using  the  Net  to 
promote  print 
subscriptions, 
expected  to  be 
released  by  NAA 
this  summer. 

Like  many  in  the 
industry,  Lee’s  Schermer  is 
watching  closely  to  see  how 
pervasive  blocking  technologies 
become.  There’s  certainly  no 
shortage  of  options.  Type  in 
“ad  blocker”  at  Google.com,  and 
you’ll  see  dozens  of  offers  for 
programs  with  names  such  as 
“Ad  Killer,”  “AdShield,”  “Ad- 
Subtract.com,”  and  “Stopzilla.” 

“There  will  always  be  people 
who,  for  whatever  reason  or  lack 
of  interest,  don’t  want  to  have 
advertising  messages,”  Schermer 
says.  “Those  folks  probably  aren’t  particu¬ 
larly  good  customers  anyway.”  And  some 
feel  the  anti-ad  crow'd  will  remain  a  small 
subset  of  the  population.  “You’ve  got  to 
be  really  committed  to  take  the  time  to 
download  the  [blocking]  software  and 
install  it,”  says  Greg  Stuart,  CEO  and 
president  of  the  Interactive  Advertising 
Bureau  (LAB),  a  New'  York  association. 
“Most  people  w'on’t  take  the  initiative.” 

Spamming  the  globe 

While  the  ad-blocking  issue  is  on  hold 
for  now,  the  spam  problem  is  already  here. 

By  almost  any  measure,  the  spammers 
are  winning,  to  the  detriment  of  consumers 
and  publishers  who  offer  opt-in  e-mail 
services,  including  news  products, 
marketing  promotions,  classified  alerts, 
and  billing  and  subscription-renewal 
reminders.  Consumers  receive  an  average 
of  110  unwanted  e-mail  messages  every 
week,  according  to  the  March  survey  by 
Forrester.  Several  antispam-software 
providers  report  that  at  least  40%  of  all 
e-mail  is  now  junk,  while  some  ISPs  report 


that  a  whopping  70%  of  the  messages 
pounding  their  servers  is  spam.  All  this 
e-mail  costs  Corporate  America  money 
—  in  bandwidth  costs  and  lost  worker 
productivity'. 

To  fight  the  onslaught,  ISPs  and  private 
companies  are  buying  or  building 
new  filters,  some  with  ominous 
monikers  such  as  SpamAssassin, 
Spaminator,  and  SpamCop.  On 
the  individual  level,  Forrester 
found,  39%  of  consumers  use 
spam  filters  on  their  primary 
e-mail  accounts,  and  the 
number  is  only  expected  to 
grow.  About  5%  of  permission- 
based  e-mail  that  bounces  back 
to  newspapers  are  a  result  of 
spam  filters,  says  Currier  of 
PublishMail.  This  doesn’t 
include  bounce-backs  caused  by 
unknow'n  users,  full 
mailboxes,  and  other 
problems. 

Another  e-mail 
service  provider, 
Bigfoot  Interactive  of 
New  York,  sees  5%  to 
7%  bounce-back  rates, 
which  include  mes¬ 
sages  that  accidentally 
ping  spam  filters  and 
all  the  other  usual 
reasons  a  message 
might  be  rejected.  “Up 
to  25%  of  any  given 
e-mail  that  w'e  .send  out  may  need  a  second 
attempt  at  delivery,”  says  Michael  Della 
Penna,  chief  marketing  officer  for  Bigfoot, 
which  manages  e-mail  delivery  for  more 
than  150  companies,  including  Cox  News¬ 
papers  Inc.  of  Atlanta  and  Washington- 
post. Newsweek  Interactive.  Spam  filters 
aren’t  responsible  for  all  those  bounces,  he 
says  —  many  result  from  full  inboxes. 

Spam  filters  can  be  tripped  by  volume, 
so  when  an  ISP’s  e-mail  servers  see 
hundreds  of  identical  messages  being  sent 
to  different  customers,  they  automatically 
brand  the  messages  as  “spam,”  even 
though  they  might  be  material  that  con¬ 
sumers  signed  up  for.  Some  software  scans 
for  popular  spammer  phrases,  which  can 
result  in  false  positives  with  journalism 
e-mail  —  for  e.xamples,  a  health  story 
about  “breast  cancer”  or  a  business  story 
about  Pfizer  Inc.  that  mentions  “Viagra.” 

Some  filters  simply  vaporize  the 
offending  messages,  while  others  send 
them  to  special  folders  so  that  the  end  user 
can  check  to  make  sure  that  nothing 
wound  up  there  by  mistake.  The  problem 


**Newspapers 
across  the  country 
can  tell  you  horror 
stories”  about 
ending  up  on 
various  ISP 
blacklists. 

—  ROtULO  DUPONT  JR. 

Newspaper  Consultant 
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Stephen  Hunter 

The  Washington  Post 
Criticism 


Mary  Jordan 

The  Washington  Post 
International  Reporting 


Ctifford  J.  Levy 

The  New  York  Times 
Investigative  Reporting 


Diana  K.  Sugg 

The  Baltimore  Sun 
Beat  Reporting 


In  addition,  the  staffs  of  three  Guild-represented  newspapers  won  Pulitzers  collectively: 


The  Boston  Gtobe 

Public  Service 


The  Watt  Street  Joumat 

Explanatory  Reporting 


Rocky  Mountain  News 

Breaking  News  Photography 


The  Guild  also  congratulates  Andy  Furillo  of  the  Sacramento  Bee, 
the  winner  of  the  2002  Heywood  Broun  Award  for  his  stories  on  a  once-flourishing 
neighborhood's  decline  into  blocks  of  crime-ridden,  substandard  housing. 
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EDIT0R£!^ 

PUBLISHER 

Reprints 


Creates  credibility 
as  a  third-party 
testimonial. 

A  powerful  way 
to  promote 
your  company 
and  increase 
revenue. 

Reprints  are 
professionally 
printed  and  give 
a  convincing 
press  presentation. 


with  this  approach  is  that  many 
consumers  don’t  check  their 
junk-mail  folders  frequently, 
which  can  leave  publishers’ 
e-mail  unopened  and 
forgotten.  Some  editors  now’ 

“censor”  their  e-mail  to  remove 
any  offending  keywords. 

Punch  &  counterpunch 

The  spammers,  of  course,  aren’t 
King  dow’n.  As  filters  get  smarter, 
spammers  do,  too. 

They’ll  try  variant 
spellings,  such  as 
“H*0*TBO'rZ”or 
“S-e-x-y  Japanese 
L-a-s-s,”  to  evade 
filters.  They’ll 
morph  subject 
and  sender  lines  so 
that  each  e-mail 
message  looks 
unique.  “It’s  an 
escalating  war,  and 
it’s  going  to  con¬ 
tinue,”  says  Currier 
of  PublishMail. 

Antispam 
marshals  also  use 
“blacklists”  of 
known  spammers 
that  are  circulated 
on  the  Web  and  in 
the  information-technology  community. 
Likewise,  reputable  e-mail  marketers  and 
publishers  seek  to  be  “whitelisted”  by 
major  ISPs,  to  ensure  that  their  messages 
are  green-lighted.  “There’s  not  a  consistent 
approach  across  the  spectrum  of  people 
who  create  those  blacklists,”  says  Hearst’s 
Murdock.  He  expects  publishers  who  send 
e-mail  to  readers  will  have  to  expend  more 
and  more  resources  dealing  with  these 
lists  going  forward. 

New  lists  are  created  all  the  time,  and  it 


isn’t  always  easy 
for  legitimate 
publishers  to 
get  off  them. 
In  some 
cases,  it’s 
hard  to  even 
know  w  ho 
created  a 
publicly  avail¬ 
able  list  or  how 
to  contact  the 
list  creator  if  you  feel 
you’ve  been  unfairly 
blacklisted. 

One  site.  Spam 
Prevention  Early  Warning 
System  (http://www 
.spews  .org),  for  example, 
maintains  a  blacklist  of 
“know'n  spammers  and 
spam  operations”  that  was 
created  anonv'mously,  and 
no  contact  information  is 
listed  on  the  site. 

“Newspapers  across 
the  country  can  tell  you 
horror  stories  of  suddenly 
show’ing  up  on  some  ISP’s 
blacklist  and  then  ha\’ing 
to  fight  with  the  ISP  to  get 
off  the  list,”  says  Dupont, 
w’ho  now  consults  for 
newspap)er  Web  sites. 
“Many  times,  a  newspaper  can  end  up  on  a 
blackli.st  simply  because  a  systems  admin¬ 
istrator  in  some  back  room  decided  to  put 
the  newspaper  on  the  list  without  talking 
to  any  manager.”  A  newspaper  also  can  be 
tainted  by  association  —  if  the  antispam 
crow’d  feels  that  the  company  hosting  your 
Web  site  is  allowing  its  other  customers 
to  send  spam,  the  entire  ISP  could  be 
blacklisted.  It’s  guilt  by  association. 

“The  problem  gets  even  more  complicat¬ 
ed  when  readers  forget  the}'  opted-in  to  a 


¥fhenthe 
dust  settles, 
“the  audience  will 
dictate  what  kind 
of  experience  it 
expects  online.** 

—  JEFF  WEBBER 

USATodayicom 


I  Unobtrusive,  yet  effective:  Advertisers  buy  “sponsored  links,"  which  are  served  automatically 
I  with  relevant  editorial  content.  The  service  is  offered  by  Google  and  other  search  engines. 
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certain  e-mail  report,”  Dupont  says. 
“Instead  of  simply  reading  the  ‘Unsub¬ 
scribe’  instructions  in  the  e-mail,  the  read¬ 
er  often  resorts  to  complaining  to  his  ISP 
about  the  ‘spam’  they  are  getting  from  the 
newspaper.  Then,  suddenly,  the  newspaper 
finds  its  e-mail  from  certain  ISPs  bouncing 
back.”  Or  the  angry  reader  will  e-mail  or 
call  the  newspaper  to  complain  about  the 
“unwanted  e-mail,”  even  though  he  or  she 
personally  signed  up  for  the  service  months 
or  years  earlier. 

E-mail  pub¬ 
lishing  “requires 
a  certain  commit¬ 
ment  of  time  and 
process,”  says 
Schermer.  His 
employer,  Lee 
Enterprises,  is 
testing  e-mail 
marketing  and 
news  alerts  in 
several  markets. 

“You  don’t  want 
to  do  this  unless 
you  have  the 
resources  to  maintain  good  data  hygiene” 

—  that  is,  keeping  the  addresses  and  other 
demographic  data  up  to  date.  Otherwise,  it 


Pop-up  house  ads  work, 
but  Web  publishers 
“have  to  wean 
themselves  off  those.’* 

—  HOWARD  LnNBERG 

Finberg-Gentry/Ihe  Digital  Futurist  Consultancy 


won’t  benefit  the  news¬ 
paper,  the  advertisers, 
or  the  readers. 

All  of  this  work  is 
one  reason  that  many 
newspapers  outsource 
e-mail  deliveiy'  to  third 
parties.  “One  of  the 
keys  to  having  success 
with  e-mail  is  working 
with  a  reputable 
vendor  who  is 
considered  one  of 
the  good  guys,”  saj's 
Don  Marshall,  a 
spokesman  for  Washingtonpost.Newsweek 
Interactive,  which  uses  Bigfoot. 

The  constant  monitoring  of  filter 


las  Jordan, 

Edmiston 

GROUP.  INC. 

As  a  Leading  Media  M&A  Firm, 
We  Focus  on  Representing  Owners 
in  the  Sale  and  Acquisition 
of  Newspaper  Properties 


Integrity 


Innovation 

Experience 

Results 


Kevin  M.  Livalla  (till 
Diraliir  COO 


technology  and  new  blacklists  is  as  much 
art  as  science.  “Some  people’s  junk  mail 
is  other  people’s  news,”  says  Freedom’s 
Neal.  And  those  highly  jiersonal  definitions 
can  change  over  time  as  consumers’  moods 
and  needs  change,  she  adds. 

“Ultimately,  the  audience  will  dictate 
what  kind  of  experience  it  expects  online,” 
says  Jeff  Webber,  senior  vice  president 
and  publisher  ofUSAToday.com.  So  far, 
the  spam-filter  and  ad-blocking  problems 
haven’t  been  major  issues  for  the  industiy, 
he  says.  “There’s  concern  about  the  future, 
but,  as  an  industry,  we’ve  been  verv’ 
creative  and  follow'ed  the  trends  in  terms 
of  w'hat  advertisers  are  looking  for.”  So  if 
|X)p-ups  disappear,  newspapers  will  simply 
develop  new  units  to  deliver  advertisers’ 
messages,  Webber  sajs. 

He  says  registration,  which  was  turned 
on  at  USAToday.com  in  Februarv’,  will 
allow'  the  site  to  tailor  banner  and  button 
ads  to  individual  readers,  resulting  in 
more  enjoyable  experiences  for  readers 
and  more  fruitful  ones  for  advertisers. 

Webber  has  been  pleased  with 
sponsored-links  advertising,  currently  in  a 
second  test  on  his  site.  The  program,  from 
Applied  Semantics  Inc.  of  Santa  Monica, 
Calif.,  serves  contextually  relevant  links 
next  to  editorial  content  in  the  “Life,” 
“Sports,”  and  “Money”  .sections  of 
USAToday.com.  Google,  which  recently 
purcha.sed  Applied  Semantics,  offers  a 
similar  program  to  other  online  newspaper 
networks,  such  as  Knight  Kidder’s  Real 
Cities  and  the  sites  represented  by 
PowerOne  Media.  These  customized 
one-to-one  marketing  messages  hopefully 
will  lessen  consumer  desire  for  spam  filters 
and  ad  blockers.  Webber  savs. 

PowerOne  Media’s  Teitler  savs  it’s  dis- 
a)ncerting  that  filters  and  blockers  e.xist  at 
all.  “It  gets  into  a  philosophical  discussion, 
a  good  one  for  the  industry  to  have,”  he 
remarks.  And  it  comes  dowm  to  this:  “Will 
the  Web  be  an  advertising-supported 
medium?  I  think  the  answer  is  ‘Yes.’” 

Pointer’s  Finberg  agrees.  “Consumers 
recognize  that  there’s  value  in  advertising,” 
he  says.  “The  real  challenge  for  Web  sites  is 
to  find  the  right  visual  model  that  conveys 
the  me.ssagc  in  an  effective  way  without 
angering  readers.”  Adds  the  lAB's  Stuart, 
“It’s  incumbent  upon  us  all  to  create  a 
positive  place  that  marketers  want  to  do 
business  in.  1  would  certainly  encourage 
online  publishers  to  focus  on  the  long-term 
way  that  we  treat  our  medium  instead  of 
focusing  on  short-term  gains.”  11 

Feature  package  continues  on  page  29 
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-FEATURES  AVAILABLE-  ■ _ -ANNOUNCEMENTS- _  ■  -INDUSTRY  SERVICE^ 


_ ASTROLOGY _ 

LOOKING  FOR  A  CLEAR-HEADED, 

practical  and  philosophical  astrology  column? 
Planet  Waves  by  Eric  Francis,  seven  years 
running,  www.planetwaves.net 


ILLUSTRATOR/GRAPHIC 


‘Save  Money!  Affordable  made-toorder 
graphics  and  illustrations  at 
www.dailynewsgraphics.conVep 


MOVIE  REVIEWS 


MOVIE  CHOICES  FOR  KIDS 

established  weekly  review  column 
attracts  readers  &  advertisers 
Call  Jean  Joachim.  212-799-6416 


PUZZLES 


PUZZLE  FEATURES  SYNDICATE 

The  Fffiest  in  Daily  and  Sunday  Crosswords 
Call  (800)  2924308/1909)  929-1 169 


-ANNOUNCEMENTS- 


NEWSPAPER  APPRAISERS 


KAMEN  A  CO  GROUP  SERVICES 
Appraisals,  Business  Plans  &  Brokering 
(516)  379-2797/ www.kamengroop.com 

WHATS  YOUR  PAPER  WORTH?? 

Free  Confidential  Valuation  at 
www.mediatnergers.com 
W.B.  Grsnes  &  Co..  (301)  253-5016 
America's  leading  appraisers  -  Est.  1959 


NEWSPAPER  BROKERS 


i.eader  in  Sale 
(if  Communitv 
Newspapers 

C'/uu  A  ttur  ri’jvrvn*.  tr\ 

12141  265-9.Mm 
Kickcnt>achvr  \1ccliu 

I>csct»  Or  .  Oiillas.  TX  7^22^ 
uuu  rickcnhachcrmcJia  cmn 


BOUTHO  MEDIA  SERVICE 
THOMAS  C.  BOUTHO 
‘A  tradition  of  service  to 
community  newspapers' 
(S80)  421-9600 
P.O.  Box  1985,  Ada.  OK  74821 
www.bolitho.com 


NEWSPAPER  BROKERS 


America's  Leading  Brokers  •  Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes-Pres.  (301)  253-5016 
Wren  Barnett,  South  (828)  749-6397 
John  Szefc,  Northeast/Widwest 
(845)  291-7367 
Doug  Hebbard,  Midwest 
(847)  356-7675 

Stephen  Klinger,  Southwest/West 
(505)  524-0122 
Mike  Kreiter,  Plains/Central 
(913)  897-4790 
Bill  Eubank,  Southwest/South 
(832)  594-8263 
Mike  Bradley,  New  England 
(508)  563-2835 
www.mediainergers.com 

GAUGER  MEDIA  SERVICE.  INC. 

Dave  Gauger-Valuations,  Sales,  Mergers 
P.O.  Box  627,  Raymond.  WA  98577 
(360)  942-3560 
www.gaugermedia.com 

GREGG  K.  KNOWLES 
Knowles  Media  Brokerage  Services 
Appraisals,  Sales.  Acquisitions,  Mergers 
(661)  833-3834,  Fax  (661)  833-3845 
www.media-broker.com 

MEDIA  AMERICA  BROKERS 

The  Pinnacle,  Suite  500 
3455  Peachtree  Road,  f€ 

Atlanta.  GA  30326-3236 
(404)  995-7088  Fax  (404)  995-7089 
Lon  W.  Williams 

MICHAEL  D.  UNDSEY 
www.publicationsforsale.com 
(307)  772-0003,  Fax  (307)  772-0004 


NEWSPAPERS  FOR  SALE 


For  a  list  of  Properties  for  sale  go  to 
www.mediamergers.com 
W.B.  Grimes  &  Co.-  Est.  1959 

NORTH  TEXAS  WEEKLY,  good  demo 
graphics,  gross  with  printing  near  $300K. 
bargain  at  S175K.  Also  others.  Bill  Berger, 
Associated  Texas  Newspapers  (512) 
476-3950.  1801  Exposition,  Ausbn,  TX 
78703. 


PUBLICATIONS  FOR  SALE 


FLORIDA.  MONTHLY  BUSINESS 

publication,  immediate  cash  how,  home 
based,  owner  retiring.  Call  (850)  432-0808 
Gibson  and  Associates.  Inc.  (R) 


-EQUIPMENT  &  SUPPLIES- 


EQUIPMENT  FOR  SALE 


SURPLUS  EQUIPMENT  FOR  SALE 

•  Used  Muller  227S  Inserter. 

•  12  Into  1.  Double  out.  1  Conveyer  1992. 

•  1  Delivery  1984,  1  Mam  station  1993,  2 
Opening  stations;  1  19%  &  1  1994,  3 
pockets  from  1993,  9  pockets  from 
1996.  $125,000  plus  tax  and  freight, 
while  available! 

ADVO,  Inc.,  Bob  Frederick 
Call  or  Email:  (860)  285-6305 
rwfreder@advo.com 


MAIIJIOOM 


BUY/SEa/AU  MAILROOM  EQUIPMENT 
Muller  Martini/Rima/Quipp 
Harris/Heidelberg/Hall 
Sttcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax:  (256)  997-%56 

NEWSTEC,  INC 

Specializing  in  Inserters  and 
Post  Press  Controls  •  Installation 
•  Spare  Parts  •  Buy/Sell  used  Inserters 
Terry  Connors.  Vice  President  of  Sales 
Phone:  (508)  850-7945 
Fax:  (508)  850-7951 
tconn3317@aol.com 


PRESSES 


DON'T  SELL  YOUR  PRESS 
UnbI  You  Contact 
Newman  International,  L.L.C. 
Web  Press  Sale 

“Worldwide  Marketing  of  Commercial 
Web  and  Newspaper  Web  Presses’ 
PRESSES  WANTED:  HARRIS  V25  V22 
VI 5A  VI 5D  or  845;  KING  Process  Color 
or  Daily;  GOSS  Community  Urbanite 
Metro;  SaNA  D30  C% 

Tel:  (913)  648-2000 
Fax;  (913)  648-7750 

SELLING.  REBUILDING, 
CUSTOMIZING  and  INSTALLING 
newspaper  presses  since  1910 
INLAND  NEWSPAPER 
MACHINERY  CORPORATION 
For  a  complete  list  of  presses 
(913)  492-9050  or  (913)  492-6217 
www.inlanikiews.com 

WEB  PRESSES  &  AUXILIARIES 

www.graphicmachinesales.com 
(815)  6484611  or  fax  (815)  648-2856 


CIRCULATION  SERVICES 


40  YEARS  NEWSPAPER 
’  EXPERIENCE 


Metro  News  Service,  Inc. 
Nationwide  TELEMARKETING 
"PREPAID  Experts" 

Horace  Southward/Eric  Southward 
(800)  9508475»www.metro-news.com 


CIRCULATION  SERVICES.  INC. 

100%  FTC  telemarketing  rule  compliant  and 
the  leader  in  prepaid  and  auto-pay  subscrip¬ 
tion  sales  since  1990.  We  do  it  all  -  direct 
mail,  interactive  digital  messaging,  customer 
service  overflow  and  much,  much  more. 
Contact  Andy  Orr  at  (888)  3430470  ext. 
109  to  find  out  how  our  team  of  over  400 
professionals  can  work  for  you. 

www.circiilationtervicM.com 

HEADUNE  PROMOTIONS,  INC. 

ColdOalling  Specialists. 

Programs  Include; 

•  Starts  •  Stop-Saver  •  Verification 

(800)  260-9823 
Dennis  McQuillan 

MARKETING  PLUS  INC. 

Telemarketing  specialists  in  circulation 
development.  Custom  programs  for  any 
size  publication.  State  of  the  art 
predictive  dialer.  We  have  many  years  of 
experience  delivering  (Qualify  plus 
Quantity  sales!  Phone:  (732)  73^5100 
FAX:  (732)  738-5115 
E-mail:  mpi@marketingplusinc.com 
www.marketingplusinc.com 
Member  of  the  USA  Chambers  of  Commerce 


NEWSPAPER 

TELESALES 

LEVIS 

(800)8849511 

Email:  DickLevis@Telespherel.com 
or 

www.Telesphere  1  .com 


PRO  STARTS 

PROFESSIONALTELEMARKETING  SERVICES 
FOR  BUILDING  CIRCULATION 
TOM  ZGONC  (800)  7766397 

WWW.PROSTARTS.COM 

WESTPARK  DIRECT 
Intelligent  Circulation  Marketing 
www.westparkdirect.com 


COMPUTER  SOFTWARE 


SOFTWARE  for  AR  displays,  classifieds 
scheduling  &  circulation.  Fake  Brains 

(303)  791-3301  www.fakebrains.com 


NEWSPAPER  APPRAISERS  NEWSPAPER  APPRAISERS 

Brokers  and  appraisers  for  80  years 

Thousmids  of  papers  sold  and  appraised  since  1923 
Confidential  appraisals  for  estate,  ESOP,  bank,  stock,  assets. 

John  Crihb  •  Jim  Hicks 
Tom  Karavakis  •  Gary  Gretne 


Publication  Broliaraga  A  Appraisal 

104  East  Main,  Suite  402,  Bozeman,  MT  59715  •  (406)  5864621  •  FAX  406-586-6774 


CRIBB 

&  ASSOCIATES 


EDIT0R6?PUBLISHER:  The  communication  link 
of  the  newspaper  industry  every  week  since  188^. 


www.editorandpublisher.com 
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-INDUSTRY  SERVICES- 


CONSULTANTS  CONSULTANTS 


Redesign  -  And  Re-think 


Garcia  Media  has  helped  more  than  500  papers  worldwide  not  only 
redesign,  but  re-think  their  newsroom's  planning,  collaboration  and 
communication,  as  well  as  the  content,  organization,  navigation,  and 
brand  of  their  print  and  web  products.  To  learn  more  about  a 
free  appraisal  of  your  paper's  presentation,  call  Robyn  Spoto 
at  1-800-265-0903,  or  email:  info'&’garcia-media.com. 


mi  rciil. media 


www.garcia-media.com 


CONSULTANTS 


Improve 

your 

profit 

ability 


T)R\\Rni) 

(il«KT 


Consultants 
to  Amorka's 
prentier  nowspapers 


88S.408.3898  www.donardoconsultirt9.con1 


PRESSROOM  SERVICES 


PRESSROOM  CLEANING  PROBLEMS? 

Dirty  presses,  ceilings,  walls,  beams?  Unsafe 
floors,  catwalks  and  ladderways?  Dirty 
handling  systems,  duct  work? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION 
45  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)657-2110 
www.pressroomcleaners.com 


-HELP  WANTED- 


ADMINISTRATIVE 


PUBLISHER 

Family-owned  newspaper  group  that  believes 
in  giving  its  publishers  autonomy  has 
opening  at  11, 000-circulation  Southern 
daily.  Must  have  good  track  record  in  meeting 
profit  goals  while  maintaining  editorial 
excellence.  Strong  news  background  a 
plus.  Send  resume  and  salary  history  to: 

Box  3327,  Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor,  NY,  NY  10003 


ADVERTISING 


NATIONAL  ADVERTISING  MANAGER  needed 
for  fast-paced  daily  newspaper.  Must  have 
minimum  five  years'  National  experience. 
Good  network  of  National  association  con¬ 
tacts.  Interested  candidates  apply  to: 

Box  3333,  Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor 
New  York,  NY  10003 


-HELP  WANTED- 


ADMINISTRATIVE 


PUBLISHER 

Needed  for  weekly  newspaper  in 
Monument,  Colorado  (part  of  ASP 
Westward.)  Seeking  highly  motivated  indi¬ 
vidual  to  enhance  growth  in  this  successful 
operation.  Ideal  candidates  will  possess  a 
strong  newspaper  background,  motivational 
and  interpersonal  skills,  and  a  proven  track 
record  of  meeting  goals  and  objectives. 
Competitive  salary,  bonus  and  excellent 
benefits  package  provided. 

FAX  resume,  including  salary  history  to 
Personnel  Manager  at:  (303)  6604826 

PUBLISHER 

Had  enough  of  cities  and  suburbs,  commut¬ 
ing  and  congestion,  pollution  and  sprawl? 
We’re  looking  for  a  seasoned  pro  hankering 
for  a  lifestyle  change.  The  Adirondack  Ex¬ 
plorer  is  a  bimonthly  news  magazine  covering 
the  Adirondack  Park.  Our  focus  is  natural  his¬ 
tory,  outdoor  recreation,  and  environmental 
protection.  Offices  in  Saranac  Lake 
village,  minutes  from  lakes  and  mountains, 
best  hiking,  paddling,  ski  touring  in  North¬ 
east.  Publisher  responsible  for  doubling  cir¬ 
culation  to  20,000  and  boosting  advertising 
from  20  to  30  pages.  Will  also  be  key  player 
in  editorial  decisions  and  direction. 

Call  (518)  891-9352 

SEEKING  INNOVATIVE  PUBLISHER 
A  New  England  community  daily  is  seeking 
an  innovative,  hands-on  publisher.  Strong 
background  in  advertising  a  must;  publisher 
circulation  and  news  exposure  are  pluses. 
Especially  important  are  the  abilities  to  lead 
and  motivate  sales  teams,  to  bring  energy 
and  ideas,  and  be  an  ambassador  to  major 
accounts  and  the  community.  Competitive 
salary,  bonus  and  benefits  package.  This  is 
an  opportunity  for  an  upward-bound  individual 
to  grow  with  a  growing  New  England 
group  of  newspapers. 

Please  send  resume  and  cover  letter  speci¬ 
fying  salary  requirements  to: 

hpreuss@editorandpublisher.com 
With  Box  3339  in  the  subject  line 


ADVERTISING 


INSIDE  CLASSIFIED  MANAGER  position  in 
Southern  Arizona.  Go  to: 
www.shverald. com/classifieds 
use  keyword  search  manager  for  details. 
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-HELP  WANTED- 


ADVERTISING 


ADVERTISING  DIRECTOR 
The  Truth,  a  family-owned  newspaper  with 
circulation  of  31,000  daily  and  33,000  Sun¬ 
day  and  growing  in  Elkhart  County,  Indiana, 
IS  seeking  an  Advertising  Director.  Our  can¬ 
didate  will  be  able  to  lead,  train  and 
develop  ad  staff  and  grow  revenue  in  our 
market,  where  research  shows  a  great  po¬ 
tential  for  significant  and  rapid  growth  in  all 
categories.  Candidate  must  have  sales 
management  experience  including  previous 
track  record  of  increased  revenue  growth, 
ability  to  train  in  modern  sales  techniques, 
plan  budgets  and  have  experience  with  major 
accounts.  You  will  join  an  energetic 
sales-oriented  executive  team  working  in  a 
fast-paced  environment. 

Please  send  cover  letter  and  resume  to: 
Nancy  Boehm,  Director  of  Human 
Resources,  The  Truth,  421  S.  Second 
Street,  Elkhart,  IN  46516. 

Truth  Publishing  Co.,  Inc.  is  an 
Equal  Opportunity  Employer 

CLASSIFIED  ADVERTISING  MANAGER 
Zone  5  daily  with  190,000  circulation  seeks 
a  dynamic  leader  for  its  Classified  Advertising 
Department. 

The  successful  candidate  must  possess 
proven  leadership  and  organizational  skills 
and  be  able  to  develop  and  implement  crea¬ 
tive  strategies  for  both  print  and  online  me¬ 
dia.  A  minimum  of  three  years  in  newspaper 
sales  management  and  five  years  in  news¬ 
paper  sales  as  well  as  a  college  degree  or 
equivalent  work  experience  is  required.  Join 
a  motivated  team  of  professionals  that 
thrives  on  developing  creative  solutions  for 
advertisers. 

Reply  to  Box  3338,  Editor  &  Publisher  Clas¬ 
sified,  770  Broadway,  7th  Floor,  New  York, 
NY  10003. 


DIRECTOR  OF  RETAIL  ADVERTISING 
The  Dispatch  Tribune  Newspapers,  an 
88,000  circulation,  twice  weekly  group  of 
community  newspapers,  is  seeking  a  posi¬ 
tive,  innovative  leader  to  join  our  team. 

This  leader  must  motivate  staff  and  develop 
programs  to  strategically  grow  revenue  and 
market  share.  The  successful  candidate 
must  have  overall  knowledge  of  newspaper 
operations  and  5  years  experience  in  news¬ 
paper  advertising.  Strong  organizational 
and  management  skills  are  a  must. 
Competitive  compensation  and  benefits 
package  available.  Please  send  resume,  in¬ 
cluding  salary  history  to:  Debbie  Carroll, 
Townsend  Communications,  7007  NE 
Parvin  Road,  Kansas  City,  MO  641 1 7  or 
E-mail  to:  debbiec@townsendprint.com 

ADVERTISING  DIRECTOR 
The  Herald  and  Sunday  Herald  Press,  a 
15,486  daily/31,388  Sunday  newspaper  lo¬ 
cated  in  New  Britain,  CT,  seeks  an  experi¬ 
enced  newspaper  advertising  manager  to 
direct  an  18  person  department.  The  suc¬ 
cessful  candidate  has  exemplary 
leadership,  sales,  budgeting,  forecasting 
and  analytical  skills.  This  is  a  career  oppor¬ 
tunity  with  tremendous  growth  potential  in  a 
rapidly  expanding  publicly  held  company. 
Send  resume  and  compensation  history  to 
rroy@newbritainherald.com  or  fax  (860) 
224-7175. 


ADVERTISING 


REGIONAL  ADVERTISING  DIRECTOR 
Media  General's 

Tennessee/Southwest  Virginia  Group 
Bristol,  Virginia 

We  are  looking  for  an  energetic  individual  to 
lead  a  40-t-  person  sales  team  in  Northeast 
Tennessee  and  Southwest  Virginia  markets. 
You  must  have  5  years  experience  in  adver¬ 
tising  management.  The  ideal  candidate 
must  be  able  to  build  an  advertising 
strategy  for  a  42,000  daily  and  a  group  of 
weekly  newspapers  that  will  provide  a  struc¬ 
ture  that  will  meet  or  exceed  our 
advertising  objectives.  The  ideal  candidate 
must  have  excellent  sales,  communication 
and  coaching  skills.  Must  be  able  to 
manage  multiple  tasks  and  priorities  simuF 
taneously. 

Computer  software  skills  are  a  must  (Excel, 
Word  and  Power  Point). 

This  position  will  be  based  at  the  Bristol 
Herald  Courier  in  Bristol,  VATN. 

Please  submit  resume  to: 

Jim  Hyatt,  Regional  Vice  President 
Bristol  Herald  Courier 
P.O.  Box  609,  Bristol,  VA  242030609 


CIRCULATION 


CIRCULATION  DIRECTOR 
Strong  leader  needed  for  mid-size  daily  in 
Zone  2.  Excellent  opportunity  for  moving  up 
from  a  15-20,000  or  for  a  number  2  person 
at  a  mid-size  paper.  Department  needs  an 
emphasis  on  marketing  and  leadership.  Full 
time  staff  of  12  is  good,  they  just  need  a 
captain.  Send  resume  m  confidence  to: 

Box  3329,  Edrtor  &  Publisher  Classified 
770  Broadway,  7th  Floor.  NY.  NY  10003 

CIRCULATION  DIRECTOR 
The  Key  West  Citizen,  a  10,500/12,000 
daily  in  the  Florida  Keys  is  looking  for  a  Cir¬ 
culation  Director  to  grow  circulation  in  a 
hands-on  manner.  This  candidate  will  be  re¬ 
sponsible  for  all  sales,  customer  service 
and  operational  functions  in  a  tourist  driven 
market.  The  successful  candidate  will  have 
progressive  circulation  department  experi¬ 
ence  with  a  small  daily  newspaper,  an  abso¬ 
lute  commitment  to  customer  service,  the 
skills  to  manage  and  motivate  a  team,  ex¬ 
perience  with  TMC  and  non-subscriber  publi¬ 
cations.  and  the  ability  and  drive  to  actively 
sell  newspapers.  The  candidate  will  also 
possess  a  strong  knowledge  base  in  MS  of¬ 
fice  products.  A  competitive  salary  and  ben¬ 
efits  package  is  offered.  For  confidential 
consideration,  please  send  resume  and 
compensation  history  to: 

HR@keysnews.com 
The  Citizen,  Attn:  Human  Resources 
3420  Northside  Drive,  Key  West,  FL  33040 
The  Citizen  is  a  family-owned  company,  an 
Equal  Opportunity  and  Drug-Free  Employer. 

CIRCULATION  MANAGER 
The  Dover  Post,  a  successful  Delaware 
weekly  newspaper  group,  is  looking  for  an 
experienced  circulation  manager.  Interested 
parties  should  be  knowledgeable  about 
TMC,  2nd  class  paid  and  bulk  pick-up. 
Please  send  resumes  and  salary  require¬ 
ments  to  Jim  Flood,  Jr  ,  The  Dover  Post, 
P.O.  Box  664,  Dover.  DE  19903. 

Or  E-mail:  jim.fiood@doverpost.com 
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CIRCULATION 


CIRCULATION  MANAGER 
The  Marco  Island  Eagle,  an  award  winning 
south  Florida  weekly,  has  a  fulFtime  opening 
for  a  circulation  manager  to  oversee  its 
9,000/16,000  delivery  operations.  Respon¬ 
sibilities  include  successful  delivery  and  dis¬ 
tribution  of  newspaper  and  weekend  product, 
strategic  planning,  budgeting  and  sales 
force  development.  Position  requires  a  coF 
lege  degree  with  prior  circulation  manage¬ 
ment  experience.  A  competitive  salary  and 
benefits  are  offered  (not  to  mention  living 
on  a  beautiful  tropical  island).  The  Eagle  is 
owned  by  the  E.W.  Scripps  Company  and  is 
a  drug-free,  equal  opportunity  employer. 
Send  resume  to  Cheryl  Ferrara,  P.O.  Box 
579.  Marco  Island,  FL  34146  or  E-mail  at 
csferrara@marcoeagle.com. 


CIRCULATION  MANAGER 
The  Telegraph,  a  Knight  Ridder  newspaper 
m  the  Middle  (korgia  area,  has  an  immediate 
opening  for  a  Circulation  Manager  in  our 
Warner  Robins  market.  This  professional  in¬ 
dividual  will  be  responsible  for  all  areas  of 
Circulation  in  this  market  including  sales, 
planning  and  execution,  and  delivering 
topflotch  customer  service. 

The  ideal  individual  will  have  newspaper  de¬ 
livery  experience,  a  proven  management 
background,  marketing  skills  and  the  ability 
to  lead  a  team  in  a  competitive 
environment.  Fours  years  of  college  or 
equivalent  m  circulation,  sales,  or  marketing 
experience  is  required. 

This  position  offers  a  competitive  salary 
and  bonus  program.  Benefits  include  medi¬ 
cal.  dental,  vision,  life  insurance,  40  Kk). 
and  stock  purchase  plan. 

Please  mail  cover  letter  and  resume  to: 

The  Telegraph 

120  Broadway.  Macon.  GA  31201 
Or  E-mail:  resume@macontel.com 
Or  Fax:  (478)  7444498 


-HELP  WANTED- 


EDITORIAL _  _ EDITORIAL _  EDITORIAL 


COPY  EDITOR/PAGE  DESIGNER 
The  Janesville  Gazette  seeks  a  solid  journalist 
to  work  on  its  copy  desk.  Candidates 
should  have  minimum  of  three  years  experi¬ 
ence  at  a  newspaper  as  a  reporter  and/or 
editor,  and  should  possess  strong  Word 
and  basic  page  design  skills  as  well  as  ex¬ 
perience  and/or  training  with  (JuarkXPress. 
The  Gazette  is  a  24,(X)0  circulation  daily  in 
southern  Wisconsin  that  has  consistently 
been  named  one  of  the  state;s  best  news¬ 
papers.  Send  cover  letter,  resume,  writing 
and  design  samples  by  May  15th  to: 

The  Janesvile  Gazette,  Attn:  J.  Revels 
P.O.  Box  5001,  Janesville,  Wl  53547-5001 


EDITORIAL  MANAGER 

Position  IS  responsible  for  creating,  writing 
and/or  editing  all  CNN-related  documents 
such  as  press  releases,  fact  sheets,  biogra¬ 
phies,  pitch  letters,  and  backgrounders.  Po¬ 
sition  works  to  ensure  a  consistent  writing 
style  IS  maintained  on  all  written  materials 
issued  by  the  department.  Speech  writing 
and  positioning  statements  are  required,  as 
are  some  research-orientated  assignments. 

The  position  also  serves  a  pivotal  staff  man¬ 
agement  role  during  breaking  news  events. 

The  candidate  will  have  to  have  an  eye  for 
detail,  the  ability  to  remember  facts  and  be 
instinctively  organized.  Editing  and  writing 
speed  is  also  very  important,  but  even 
more  emphasis  sh^ld  be  placed  on  the 
ability  to  multi-task. 

A  Bachelor's  degree  in  journalism  is  pre¬ 
ferred.  At  least  two  years  experience  as  a 
newspaper  writer  or  copy  editor  is  also  pre¬ 
ferred.  A  minimum  of  seven  years  experience 
at  newspapers  or  in  public  relations  is 
required. 

Resides  should  be  sent  to: 

Kawam  McClarm 
CNN  Public  Relations 
One  CNN  Center,  14  South 

Atlanta.  GA  30303  -  - 

kawam  mcclarin@cnn  com  CIRCULATION  CIRCULATION 


4th  Annual  Age  Boom  Academy 

for  Journalists  and  Media  Professionals 

made  possible  with  a  grant  from 
The  New  York  Times  Company  Foundation 

November  9*14  2003 

ILC-USA 

60  East  86th  Street,  New  York  City 

“The  Greatest 
Demographics  Shift 
of  Our  Times” 

As  Baby  Boomers  age  they  will  affect  every  major  aspect  of  American  life 
An  intensive  six-day  briefing  on  emerging  news  in  one  of  the  most  revolutionary 
global  developments  -  increasing  longevity  -  and  its  implications  from  retirement, 
business,  and  politics  to  medicine  and  lifestyles.  The  Academy  offers  presentations 
and  discussions  with  leading  scientists,  physicians,  economists,  and  humanists. 
Visits  to  The  New  York  Times  and  local  community  programs  are  also  included  in  the 
program. 

Opening  address  by  famed  gerontologist  Robert  N.  Butler,  M.O. 

Pulitzer  Prize-winning  president  of  the  ILC-USA: 

‘Aging  Issues  and  the  Presidential  Campaign  of  2004' 

Travel  and  Accommodation  Expenses  Provided 

Visit  our  website  to  apply:  www.ilcusa.org/media/events.htm 
To  learn  more:  call  (212)  517-1281  or  E-mail:  ageboomacademy@ilcusa.org 


INTERNATIONAL  LONGEVITY  CENTER  -  USA 


EDITORIAL 


ASSISTANT  EDITORIAL  PAGE  EDITOR 
The  Herald  News,  an  award- winning, 
38.5(Xk:irculation  daily  m  northeastern  New 
Jersey  just  25  minutes  from  Times  Square, 
seeks  a  thoughtful,  experienced  editor  to 
assist  the  editorial  page  editor.  We  want  a 
creative  editor  who  enjoys  writing  and  be¬ 
lieves  that  a  newspaper's  opinion  pages  are 
Its  heart  and  soul.  The  successful  candidate 
will  work  well  with  the  public  m  cooperative 
editing  of  opinion  pieces  and  letters  to  the 
editor.  This  editor  also  will  build  and  paginate 
daily  editorial  and  oped  pages  ahead 
of  deadline.  This  editor  writes  a  minimum  of 
three  editorials  per  week,  attends  all  editorial 
board  meetings,  and  helps  set  the 
weekly  agenda.  Required:  two  years  of  edit¬ 
ing  experience,  preferably  with  a  daily 
newspaper.  Competitive  salaries,  excellent 
benefits.  Send  your  resume,  references, 
salary  history  and  work  samples  to  Stephen 
McCarthy,  managing  editor/assignment, 
mccarthys@northjersey.com.  Herald  News, 
1  Garret  Mountain  Plaza.  P.O.  Box  471, 
West  Paterson,  NJ  07424. 


EDUCATION  REPORTER 
The  Mobile  Register  -  a  100,0(X)-i-  Newhouse 
newspaper  on  Alabama's  beautiful 
Gulf  coast  -  has  an  immediate  opening  for  a 
reporter  to  cover  state  and  local  K-12 
education.  We're  known  for  prize-winning 
enterprise,  energetic  daily  journalism  and 
strong  writing.  We’d  like  to  see  your 
resume  and  cbps.  and  learn  about  your  vision 
for  the  education  beat.  Please  apply  to 
Dewey  English,  managing  editor,  P.O.  Box 
2488,  Mobile,  AL  36652. 


REPORTERS 

The  Waterloo  Courier,  a  45.0(X)  PM  daily  m 
Northeast  Iowa,  has  the  following  openings: 
REGIONAL  REPORTER:  (Jeneral  assignment 
position  for  a  self-starter  covering  a 
fivecounty  area. 

LIFESTYLES  REPORTER:  Looking  for  a  sto¬ 
ryteller  to  cover  arts  and  entertainment,  sa 
cial  services  and  religion. 

BUSINESS  REPORTER:  A  new  position  to 
enhance  coverage  in  our  daily  and  business 
publications  on  a  three-person  desk. 

Send  resume  and  clips  to: 

Saul  Shapiro,  Editor,  Courier 
P.O.  Box  540,  Waterloo,  lA  50704 


MANAGER,  SPECIAL  EVENTS  VENDOR 

The  Los  Angeles  Times  currently  has  an  opening  for  a  Special  Events  Vendor  Manager 
who  will  oversee  the  marketing  and  sales  of  the  Los  Angeles  Times  at  special  events, 
storefronts,  and  campuses. 

This  person  will  manage  event  sales  vendors  and  prospect  new  vendors.  This  position  is 
responsible  for  setting  and  driving  circulation  sales  strategy,  quality  assurance,  and 
budget  goals. 

The  requirements  are:  Minimum  5  years  experience  in  sales  management  with  3  years 
experience  directly  managing  event  contractors.  Newspaper  experience  preferred. 

Must  possess  strong  leadership,  management,  planning  and  organizational  skills.  Proficient 
computer  skills  to  include  Word.  Excel  and  PowerPoint.  Must  be  able  to  work  weekends, 
evenings  and  holidays.  Valid  driver’s  license  and  a  clean  DMV  record.  Bachelor's 
degree  is  preferred. 

Please  E-mail  your  resume  with  salary  history  to: 

latimes@hiresystems.com 
Include  lob  code  30636R  in  ^  subject  line 
OR  FAX  to:  (213)  237-4W2. 

Cos  Anfleles  Slimes 
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-HELP  WANTED- 


EDITORIAL 


REPORTERS 

We're  an  award-winning  newspaper  among 
E&P's  “10  That  Do  It  Right.”  The  News  & 
Record  -  winner  of  16  state  awards,  including 
Best  Newspaper,  Best  Story,  Best 
News  Web  Site  and  Best  Editing  -  is  a 
100,000-circulation  daily  in  Greensboro, 
NC.  If  you'd  like  to  join  our  winning  team 
and  have  at  least  two  years  of  daily  news¬ 
paper  experience,  send  letter,  resume  and 
work  samples  that  demonstrate  creativity, 
initiative  and  news  judgment  to  Recruitment 
Coordinator,  News  &  Record,  P.O.  Box 
20848,  Greensboro,  NC  27420. 

REPORTERS 

We're  Northwest  Connecticut's  leading  pro¬ 
vider  of  local  and  regional  news,  and  we've 
won  10  national  journalism  prizes  in  the 
past  four  years.  We  have  openings  for  ag¬ 
gressive,  enterprising  reporters  who  can 
cut  through  jargon  and  write  stories  with  im¬ 
pact.  Reporting  experience  required;  time 
on  daily  town  beat  a  plus.  Assignments  will 
vary.  Send  resume  and  work  samples  to: 

Bob  Veillette,  Managing  Editor 
Republican-American 
P.O.  Box  2090,  Waterbury,  CT  06722 
An  Equal  Opportunity  Employer 


INFORMATION  SYSTEMS 


SENIOR  PROGRAMMER/ANALYST 
The  St.  Paul  Pioneer  Press  is  seeking  a  sen¬ 
ior  programmer/analyst  to  manage  our 
business  systems,  primarily  the  Atex-Media 
Command  Circulation  Information  System 
application. 

Job  focus  will  be  on  analyzing  and  program¬ 
ming  in  Cobol,  monitoring  and  responding 
to  high-availability  systems,  maintaining  sys¬ 
tem  and  network  security,  planning  and  or¬ 
ganizing  for  new  software  installations  and 
upgrades,  and  working  with  vendors  for 
hardware,  software  and  support. 

Qualified  candidates  will  have  a  college  de¬ 
gree  or  equivalent  experience,  superior  ana¬ 
lytical,  database  design,  screen  design  and 
report  language  skills.  We  seek  a  person 
who  will  work  well  in  a  team  and  demonstrate 
excellent  communication  skills  for  all 
levels  of  users,  who  is  detail-oriented  and 
committed  to  quality  customer  service. 

This  position  reports  to  the  Director  of 
Technology.  We  offer  a  challenging  position 
with  a  comprehensive  compensation  and 
benefits  package.  We  are  an  equal  opportu¬ 
nity  employer  and  value  and  encourage  di¬ 
versity  in  the  workplace.  Please  respond  to: 

Employee  Relations 
St.  Paul  Pioneer  Press 
345  Cedar  Street,  Saint  Paul,  MN  55101 
FAX:  (651)  228-5197 
E-mail:  resumes@pioneerpress.com 


PREPRESS 


THE  TELEGRAPH,  Middle  Georgia's  largest 
newspaper,  needs  an  experienced  team 
player  to  manage  its  commercial  printing 
operation  in  Macon.  Extensive  background 
in  desktop  publishing  on  Mac  and  PC  plat¬ 
forms,  plus  the  ability  to  coordinate  dead¬ 
lines,  set  priorities,  and  supervise  others 
are  essential  for  this  job.  Excellent  salary, 
bonus  and  Knight  Ridder  benefits.  E-mail  or 
fax  resume/salary  requirements  to: 
resume^acontel.com  (478)  7444498 

24 


PRESSROOM 


Goss  Headliner  Offset  or  Goss  Metro  Offset 
!  PRESS  OPERATOR  for  mid-sized,  midwest 
;  daily  in  Topeka,  KS.  Competitive  wage  plus 
I  full  benefit  package.  Contact  Sandy  Olberd- 
i  ing.  The  Topeka  Capital-Journal,  616  SE  Jef- 
'  ferson,  Topeka,  KS  66607,  (785)  295-1218 
j  or  sandyo@cjonline.com.  EOE. 


:  PRESS  MANAGER 

I  Eagle  Times  Publications,  in  the  scenic  Con- 
!  necticut  River  Valley  of  NH  and  VT,  seeks  a 
1  press,  pre-press  manager.  We  print  a  daily, 
three  weeklies  with  a  solid  commercial  print 
i  operation  on  an  8-unit  Goss  Community, 
j  The  challenge?  To  re-design  how  we  work, 
I  manage  waste,  improve  quality,  help  grow 
!  commercial  printing.  Send  resume,  refer- 
j  ences,  salary  expectations  to  Rich  Heiland, 
General  Manager,  RR2  Box  301  River  Road, 
I  Claremont,  NH  03743  or  E-mail  attachment 
I  torich@eagletimes.com. 


SUPERVISOR/PRESS  OPERATOR 
Hands  on  Production  Manager  with  8  years 
;  experience  on  Tensor  or  Goss  or  Harris  4 
I  Color  to  manage  pressroom.  Good  leader  - 
I  forceful  and  organized.  Written,  verbal  and 
:  mechanical  skills.  Good  color  perception. 
’  Previous  supervisory  experience.  Send  or 
i  fax  resume  with  salary  requirements  to: 

President,  VIP  Advertising,  Inc. 

215  Oser  Avenue,  Hauppauge,  NY  1 1 788 
Fax:  (631)  231-0030 


j  PRODUCTION/TECH 

OPERATIONS  DIRECTOR 
The  Lebanon  Daily  News  is  looking  for  an 
experienced  hands-on  manager  to  direct  all 
phases  of  7  day  operations  including  graph¬ 
ics,  pre-press,  press,  and  packaging.  Gor- 
:  geous  central  PA  location  with  outstanding 
I  growth  potential.  Fax  resume  with  salary 
I  history  to  (717)  270-9501  or  E-mail  to: 

DLSmith@LDNews.com 


ADVERTISERS 

For  Space/material 
deodlines  call 
Michele  MacMahon  at 
646.654.5303 


PRODUCTION/TECH 

ASSISTANT  PRODUCTION  MANAGER 
An  exciting  opportunity  exists  for  a  qualified 
;  Assistant  Production  Manager  to  join  The 
Post-Standard,  home  to  a  new  WIFAG  OF 
:  370  color  press  that  entered  full  production 
I  in  the  summer  of  2002.  We  are  seeking  a 
candidate  with  5-f  years  experience  in  a 
newspaper  production  environment, 
j  Candidates  should  possess  experience  in 
\  an  offset  pressroom,  post-press/packaging 
;  operations,  pre-press  and  quality  control  ap- 
;  plications,  A  4-year  degree  in  this  or  related 
I  field  is  preferred. 

'  The  ideal  candidate  will  have  experience  in 
diagnosing  and  solving  reproduction  prob¬ 
lems,  knowledge  of  black  &  white  and  color 
halftone  reproduction,  color  printing  and 
principles  of  ink  water/balance. 

I  Our  newspaper  is  equipped  with  some  of 
;  the  latest  technology  in  newspaper 
:  presses,  computer-to-plate,  and  a 
packaging  center  for  daily  and  Sunday  in¬ 
serting. 

!  The  position  requires  someone  who  is  quality 
conscious,  motivated  and  capable  of 
working  in  a  fast  paced  operation.  Ability  to 
work  cooperatively  with  a  dedicated  and 
knowledgeable  staff  and  communicate 
clearly  is  required. 

The  Post-Standard  is  located  in  downtown 
;  Syracuse,  NY  which  is  surrounded  by  the 
Finger  Lakes  region,  the  Thousand  Islands, 
and  the  Adirondack  Mountains.  New  York 
City,  Boston,  Philadelphia,  and  Toronto  are 
less  than  a  day's  drive  away.  The 
Post-Standard  offers  competitive  salaries 
and  benefits  that  include  paid  medical  and 
dental  coverage,  a  vision  plan,  401(k)  with 
matching  contributions  and  more.  The 
Post-Standard  is  committed  to  promoting 
diversity  in  our  newspaper  and  with  our  em¬ 
ployees. 

If  you  are  interested  in  being  considered, 
please  send  your  resume  to: 

Human  Resources,  The  Post-Standard 
P.O.  Box  4915,  Syracuse,  NY  132214915 


-POSITIONS  WANTED- 


CIRCULATION 


SEASONED  CIRCULATOR  with  25  years  of 
experience  in  competitive  markets  seeks  a 
position  in  which  home  base  can  be  Northern 
IN.  I  have  a  proven  track  record  of 
long-term  growth.  My  strengths  are  leader¬ 
ship,  interpersonal  skills,  sales,  marketing, 
planning  and  execution.  I  look  forward  to 
hearing  from  you.  Please  reply  to  Box 
3337,  Editor  &  Publisher  Classified,  770 
Broadway,  7th  Floor,  New  York,  NY  10()03. 


EDITOR  &  PUBLISHER 
CLASSIFIED  RATES 


HELP  WANTED 

Line  rates:  $13.80  per  line,  per 
week,  three  line  minimum 

Black  and  white  display  ads 
$149.00  per  col.  inch,  per  week 
one-inch  minimum 
half-inch  increments 

EQUIPMENT  &  SUPPLIES 
INDUSTRY  SERVICES 
ANNOUNCEMENTS 

FEATURES  AVAILABLE 

line  rates:  12.45  per  line,  per  week 
three  line  minimum 

Black  and  white  display  ads 
$149.00  per  col.  inch,  per  week 
one-inch  minimum 
half-inch  increments 
ALL  CATEGORIES 
Red  display  ads:  $60.00  per  week  in 
addition  to  black  and  white  display 
rates.  Frequency  discounts:  For  both 
line  and  display  ads.  run  two  or  more 
weeks  and  enjoy  big  discounts.  Blind 
boxes:  $25.00  per  insertion. 

The  identity  of  box  holders  cannot  be 
revealed.  Readers  are  advised  not  to 
send  samples  when  replying  to  blind 
box  ads:  we  are  not  responsible  for 
the  recovery  of  samples. 

DEADLINE: 

Noon  Wednesday  prior  to 
Monday  issue  date 


CALL  MICHELE  GOLDEN  AT 
(646)  654-5304 


TOLL  FREE:  888  825-9149 

HAZEL  PREUSS 
(HW-EASTERN  U.S.) 

hpreuss  @  editorandpublisher.com 

MCHELE  MACMAHON 
( HW  -  CENTRAL  ♦  WESTERN  Ua) 
mmacmahon  @  editorandpublisher.com 


E&P'S  CLASSIFIED 

the  newspaper 
^industry’s  meeting^ 
place. 

888.825.9149 


www.editorandpublisher.com 


CLASSIFIED 
ADVERTISERS 


If  you  don’t 
see  a  category 
that  fits  your  needs, 
please  call  us  at  888.825.91 49. 
For  space/material  deadlines  call: 

Hazel  Preuss  at  646.654.5302 
- details  at  www.editorandpublisher.com 


EDITOR& PUBLISHER  CLASSIFIEDS  MAY  5.  2003 


On  the  Web,  half  a  page  is  better  than  one? 


WHILE  THE  JURY  IS  OUT  ON  THE 

fate  of  pop-up  advertising, 
newspaper  publishers  are 
busy  developing  the  next  generation  of 
online-advertising  formats  that  could 
more  than  fill  the  void. 

“The  industry'  is  developing  larger  size 
units  and  different  types  of  ads  that  will 
have  maximum  impact,”  says  Jeff  Webber, 
senior  vice  president  and  publisher  of 
USAToday.com.  Webber’s  site  is  about  a 
month  away  from  allowing  advertisers 
to  target  their  messages  based  on  the 
demographic  data  its  has  been  collecting 
through  registration  since  February.  In 
a  simple  sign-up  form,  USAToday.com 
asks  each  \isitor  for  his  or  her  ZIP  code, 
sex,  and  age. 

“The  increased  usage  of  broadband 
[access  to  the  Internet]  presents  more 
opportunity  to  offer  compelling  marketing 
programs  to  our  clients,”  adds  Jason  Krebs, 
vice  president  for  sales  at  NYTimes.com. 
His  site  recently  redesigned  its  article 
pages  “so  that  there’s  a  more-symbiotic 
relationship  between  the  content  and  the 
advertising.  Y^ou  have  a  more  natural, 
cleaner  page.” 

NYTimes.com  soff-launched  its  new 
half-page  ads  (336  by  800  pixels)  in 
January  and  has  gotten  a  good  advertiser 
response,  Krebs  says.  And  the  site  has  been 
running  interstitial  ads,  which  consist  of  a 
full  page  of  advertising  between  editorial 
pages,  for  a  little  more  than  a  year.  These 
ads  appear  only  in  certain  sections,  such  as 
“Arts”  and  “Travel,”  and  amount  to  about 
2%  of  the  site’s  total  ad  inventory. 

“Large  size  ads  perform  just  as  well  as 

Sorting  e-mail, 

So  HOW  CAN  NEWSPAPERS  MAKE 

sure  their  e-mail  reaches  readers 
who’ve  signed  up  for  it?  The 
most  effective  way  today  might  not  do 
the  trick  tomorrow. 

That’s  because  new  filters  are  being 
used  exeryday  by  various  Internet  service 
providers  (ISPs),  corporations,  and  even 
individual  users,  in  a  near-infinite  com¬ 
bination  of  configurations.  And  there  are 
no  standard  definitions  or  technologies 
being  used  by  the  countless  organizations 
involved  in  the  worldwide  e-mail  network. 
At  a  three-day  U.S.  Federal  Trade 


Can  you  hear  me  now?  Verizon  (right)  and  TNT  Vacations  are  among  the  first  advertisers 
to  take  advantage  of  the  new  half-page  ad  units  on  Boston.com  and  NYTimes.com. 


pop-ups”  in  terms  of  reader  resjxmse,  says 
Greg  Stuart,  CEO  and  president  of  the 
Interactive  Advertising  Bureau,  based  in 
New  York.  “Pop-ups  are  a  relatively  small 
percentage  of  the  whole  mix.” 

Just  last  week.  Unicast,  an  online¬ 
advertising  company  headquartered  in 
New  Y  ork,  announced  the  availability'  of 
a  new  fiill-page  ad  unit  that  stays  on  a 
brovx'ser  screen  for  15  .seconds  before 
taking  the  user  to  the  page  requested. 

“Larger  sizes  are  growing  in  popularity  ,” 
says  David  Teitler,  v'ice  president  for 
advertising  at  PowerOne  Media  Inc.,  based 
in  Troy,  N.Y.  He  believes  marketers  will 
appreciate  the  half-page  sizes  because  they 
run  alongside  the  editorial  content,  just  as 
in  the  printed  newspapier.  “It  lends  itself 
more  to  a  branding  atmosphere.” 

The  larger  units  also  are  helping 
publishers  sell  their  Web  sites  more  as 

time  after  time 

Commission  forum  on  spam  last  week, 
some  participants  lobbied  for  standards 
that  would  make  it  easier  to  sort  legitimate 
e-mail  from  the  junk. 

“We  hope  the  industry'  can  come  up  with 
some  standards  to  help  ISPs  —  maybe 
standardizing  bounce  codes,  DNS  [domain 
name  sy'stem]  lookups,  and  the  way-s  that 
ISPs  validate  the  sender  of  ev'ery  e-mail,” 
says  Al  DiGuido,  CEO  of  New'  York’s 
Bigfoot  Interactive.  Bigfoot  handles 
permission-based  e-mail  programs  for 
more  than  150  companies,  including 
Washingtonpost.New'sweek  Interactive 


branding  vehicles  than  as  direct-response 
tools,  Teitler  says.  “We  have  gone  over¬ 
board  by  emphasizing  ‘trackability  ’  and 
‘clickthroughs,’”  he  says.  “The  Internet 
obviously  is  more  trackable  than  other 
media,  but  we’ve  got  to  focus  on  the 
branding  side  of  the  business.”  He  sees  the 
inclusion  of  “Online  Media”  as  a  line  item 
in  traditional  advertising-agency  flow 
charts  alongside  “TV,”  “Radio,”  “New's- 
papers,”  and  “Magazines”  as  a  very  positive 
sign.  Teitler  points  to  the  McDonald’s 
Corp.’s  recent  announcement  it  is  shifting 
some  of  its  ad  budget  from  TV  to  the  Web 
as  another  good  harbinger.  —  Carl  Sullivan 


Belden 


Belden  Associates 
www.beldenassociates.com 
(214)689-1977 
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Do  you  really  know  your  Web  site  readers? 


With  inSite  User  Registration  get  to  know  their  name  and 
e-mail  address,  hobbies,  articles  they  read  and  more... 


Nando  Media  can  help  you  build  a  registration  plan  that 
is  right  for  you,  call  919-836-5910  or  visit 
www.nandomedia.com/insite. 


and  Cox  Newspapers  Inc.  of  Atlanta. 
DiGuido  thinks  government  will  act 
to  stop  the  most  egregious  senders  of 
unsolicited  pornography  and  marketing 
offers.  And,  sure  enough,  Virginia  on 
Tuesday  enacted  the  first  antispam 
statute  with  criminal  penalties. 

Meanwhile,  educational  campaigns 
may  be  part  of  the  answer.  For  example, 
Bigfoot  ran  an  initiative  to  alert  America 
Online  Inc.  users  who’ve  signed  up  for 
e-mail  newsletters.  Those  users  were 
advised  to  add  the  “From:”  addresses  on 
their  favorite  e-mail  messages  to  their 
address  books.  That  simple  step  helps 
prevent  messages  from  being  junked 
under  AOL’s  mail-filter  rules. 

LancasterOnline  Webmaster  Karl  Kittler 
has  spent  a  lot  of  time  thinking  about  this 
topic  lately  as  his  employer,  I.,ancaster 
Newspapers  in  Pennsylvania,  plans  to 
begin  offering  e-mail  headlines  to  readers. 
Kittler  has  these  elementary  tips: 

■  Limit  the  number  of  e-mail  messages 
sent  at  any  one  time  to  avoid  volume  filters. 

■  Always  use  the  “To:”  and  “From:” 
lines  on  e-mail  messages. 

■  Make  sure  the  reverse  DNS  lookup 
on  your  server  is  valid.  If  it  isn’t,  some 


And  with  that  knowledge,  deliver  targeted  ad  campaigns, 
e-mail  special  offers  and  develop  new  content. 


Connect  and  communicate  with  your  readers. 


www.nandomedia.com 


The  Experts  in  Digital  Publishing 


filters  will  bounce  the  message  back.  was  quickly  fixed.  The  complexity  of  the 

■  Offer  text-only  e-mail  to  those  who  issue  is  one  reason  some  publishers  turn  to 

can’t  receive  HTML  (or  don’t  want  to).  third-party  vendors  to  handle  their  opt-in 

“Publishers  e-mail.  Companies  such  as  Bigfoot 

have  got  to  be  and  PublishMail  conduct  extensive 

proactive,  and  W6  IIOpG  TIIG  testing  of  e-mail  applications,  ISP 

they  need  to  illClllStrV  CSII  software,  and  even  antivirus 

thoroughly  test  *  _  programs  to  make  sure  messages 

their  e-mails  with  come  up  with  are  delivered.  V'endors  also  can  pro¬ 
various  software,”  SOmG  StGlUfSTliS  **  powerful  reporting  to  adver- 

in  the  same  way  ’  tisers  on  how  many  mes.sages  were 

—  AL  Dl  GUIDO  actually  opened  by  consumers. 
Bigfoot  Interactive  Whether  you  outsource  your 
operation  or  go  it  alone,  designate  a 
that  they  high-level  person  in  your  organization  to 

should  be  testing  monitor  the  trends,  experts  say.  “The 
their  Web  sites  on  filtering  technology  will  get  better,  and 
various  Internet  ISPs  will  get  more  knowledgeable,” 
browsers  and  predicts  Ronald  Dupont  Jr.,  former  general 

operating  systems,  manager  of  the  St.  Petersburg  (Fla.)  Times 

says  Howard  1.  Web  site.  “In  the  meantime,  newspapers 
Finberg,  a  Poynter  need  to  be  ever  vigilant  of  bounce-back 
Institute  faculty  e-mails  and  deal  with  any  filtering  pn)b- 
member.  Vigilance  lems  by  immediately  contacting  the  ISP. ... 
is  required  since  filters  change  all  the  time.  The  problem  will  be  .solved  by  the  market- 
as  do  the  methods  used  by  publishers  to  place  over  the  next  few  years.  There  are 

send  their  e-mail.  For  a  short  periotl,  just  too  many  businesses,  including  ISPs 

Poynter ’s  filters  accidentally  labclcxl  CNN-  them.selves,  that  offer  opt-in  e-mail  and 

.com  news  alerts  as  spam,  but  the  problem  make  big  money  from  it.”  —  Carl  Sullivan 
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We  think  the  pOlnt  of  all  this  is  to 

produce  extreme  results. 


So  we  do.” 


Michael  Romaner,  President 
Morris  Digital  Works* 


— 
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NAA’s  newly  released  annual  capital-expenditures  survey  shows 
the  big  movers  this  year  —  and  big  differences  from  last  year 


BY  JIM  ROSENBERG 

Newspapers  are  likely  to  boost  investments  in 
plant  and  equipment  by  almost  10%  this  year, 
according  to  survey  results  released  last  week  by  the 
Newspaper  Association  of  America.  Overall,  260  re¬ 
spondents  said  they  plan  to  spend  $512,6  million 
this  year,  compared  with  actual  spending  of  $467-3  million  last  year. 

For  anyone  trying  to  make  year-to-year  comparisons,  it’s  worth 
noting  that  2002  spending  by  this  year’s  respondents  was  less  than  a 


excluding  all  platemaking  equipment).  A 
big  difference  is  seen  in  commercial-print¬ 
ing  equipment  —  where  this  year’s  respon¬ 
dents’  actual  2002  spending  of  almost  S5.3 
million  vastly  exceeded  last  year’s  respon¬ 
dents’  planned  2002  spending  of  $587,447. 

While  new  inserters  and  collators  remain 
a  high-dollar  category,  plans  for  this  year 
are  close  to  last  year’s  investment  of  almost 
$23.5  million,  w'hich  was  less  than  half  of 
what  last  year’s  group  planned  to  spend. 

But  projected  declines  in  used  inserters  and 
collators  and  other  used  and  new  post-press 
purchases  can  best  be  described  as  steep 
(85.9%)  and  steeper  (94.5%  and  48.9%). 

Last  year’s  and  this  year’s  groups  also 
were  far  apart  in  their  investments  in  non¬ 
material  inputs  and  nonproductive  outputs. 
Whereas  the  former  group  projected  spend¬ 
ing  on  energy-  and  security-management 
equipment  w'ould  rise  46%,  to  $6.73 
million  in  2002,  the  latter  group  spent 
$10.28  million  for  the  same  sort  of  systems. 
.(Vnd  the  $467,786  sunk  into  waste  manage¬ 
ment  by  this  year’s  group  didn’t  come  close 
to  the  $1.88-million  outlay  planned  by  last 
year’s  group.  Nevertheless,  the  2003 
respondents  do  exjiect  to  pay  53.6%  more 
this  year  than  last  year  to  deal  with  waste.  II 


million  dollars  short  of  expendi¬ 
tures  projected  by  last  year’s  196 

respondents.  Tom  Croteau,  NAA’s  senior 
vice  president  for  technology,  noted  that 
although  64  more  newspapers  returned  the 
survey  this  year  than  last  year,  their  total 
circulation  is  only  1%  or  2%  higher  than 
last  year’s  group.  “What  that  tells  me  is  that 
I’ve  gotten  more  small  and  medium  papers 
than  in  the  past,”  he  said. 

Plant  construction  —  at  $140.5  million, 
7.7%  lower  than  last  year’s  spending  by 
the  same  group  of  papers  —  and  presses 
($101.5  million  in  all)  remain  the  largest 
categories.  The  next-largest  outlays  are  for 
computers  —  $71.6  million  for  software, 

$56  million  for  hardware  —  with  projected 
increases  approaching  50%. 

Respondents  this  year  plan  to  spend 
significantly  less  (35.9%)  on  internal 
communications  and  significantly  more 
(68.7%)  on  external  communications 
than  they  spent  in  those  categories  last 
year  —  an  inversion  of  the  comparison 
between  2002  plans  and  2001  spending. 

This  year’s  group  also  anticipates 
spending  substantially  more  for  warehouse 
newsprint  roll-  and  pallet-handling 
equipment  (256.3%  and  59.5%,  respec¬ 
tively)  and  image-output  devices  (76.6%, 


What’s  Hot  and  What’s  Not 


NAA  Capital  Expenditures  Survey,  2002-2003 


Category 

2003  Projected 
Spending 

2002  Actual 
Spending 

Percentage 

Change 

Warehouse/Roll  Handling 

$8,440,492 

$2,369,169 

256.3% 

Image  Output  Devices 

$6,023,662 

$3,411,318 

76.6% 

External  Communications  Systems 

$6,026,403 

$3,572,107 

68.7% 

Warehouse  Equipment,  Pallet  Handling 

$1,551,381 

$972,717 

59.5% 

Waste  Management 

$718,306 

$467,786 

53.6% 

Computer  Hardware 

$55,964,074 

$37,386,746 

49.7% 

Computer  Software 

$71,656,983 

$49,283,310 

45.4% 

Newspaper  Vending  Machines 

$4,363,541 

$3,221,360 

35.5% 

Transportation,  Automobiles  and  Trucks 

$12,889,510 

$10,500,176 

22.8% 

Press,  Used 

$17,137,000 

$14,004,694 

22.4% 

Energy  and  Security  Management  Equipment 

$12,494,721 

$10,276,334 

21.6% 

Press,  New 

$84,362,722 

$71,388,841 

18.2% 

Plate  Equipment 

$9,085,130 

$8,534,614 

6.5% 

Image  Input  Devices 

$5,846,505 

$5,561,780 

5.1% 

Post-Press,  New  Inserters/Collators 

$24,152,326 

$23,464,708 

2.9% 

Furniture  and  Office  Equipment 

$10,833,624 

$10,627,194 

1.9% 

Plant  Construction 

$140,568,710 

$152,348,545 

-7.7% 

Other 

$21,921,756 

$23,866,392 

-8.1% 

Internal  Communications  Systems 

$7,603,636 

$11,863,963 

-35.9% 

Post-Press,  New  Stacker/Conveyor/Strapper 

$8,388,415 

$16,400,480 

-48.9% 

Press,  Commercial/Job  Print 

$2,310,900 

$5,268,316 

-56.1% 

Post-Press,  Used  Inserters/Collators 

$248,023 

$1,764,216 

-85.9% 

Post-Press,  Used  Stacker/Conveyor/Strapper 

$42,000 

$764,945 

-94.5% 

TOTAL 

$512,629,820 

$467,319,711 

9.7% 

Based  on  260  reporting  newspapers 

Source:  Newspaper  Association  of  America 

28  EDITOR  &  PUBLISHER  MAY  5,  2003 


www.editorandpublisher.com 


SYNDICATES 


They're  the  columnists  praised  most  for  Iraq-related  commentary 


BY  DAVE  ASTOR 

The  sword  may  be  mightier  than  the  pen  these 
days,  but  some  columnists  wrote  memorable  commen¬ 
tary  during  the  Iraq  war.  E^P  asked  25  people  who 
among  those  commentators  did  it  best  —  with  the 
proviso  that  columnists  couldn’t  name  themselves  and 
syndicate  editors  couldn’t  vote  for  writers  from  their  own  rosters. 

Michael  Kelly,  who  died  in  Iraq,  was  cited  by  three  of  the  15  willing 
to  vote.  “He  took  a  risk  to  cover  the  war  from  the  closest  possible 
vantage  point  while  the  rest  of  us  stayed  home,”  said  Ellen  Goodman 


of  The  Boston  Globe  and  Washington  Post 
Writers  Group,  which  also  syndicated  Kelly, 

“His  death  is  a  tragic  loss  in  our  field,” 
added  Suzette  Martinez  Standring,  vice 
president  of  the  National  Society  of 
Newspaper  Columnists  and  cnlumnist 
for  the  Milton  (Mass.)  Times.  One  reason 
she  liked  Kelly's  WPWG  war  writing  was 
his  “wry  sense  of  humor.” 

Orlando  (Fla.)Smri'nc//Tribune  Media 
Services  (TMS)  columnist  Kathleen  Parker 
named  Kelly,  WPWG’s  Charles  Kraut¬ 
hammer,  and  TMS’  Jonah  Goldberg:  “My 
favorite  columnist  for  pure  reading  pleas¬ 
ure,  including  his  discussions  of  the  war.” 
And  she  was  one  of  four  citing  Thomas  L 
Friedman  of  The  New  York  Times  and 


New  York  Times  News  Service  (NYTNS). 

“He  was  a  must-read  for  me,”  Lee  Salem, 
Universal  Press  Syndicate’s  executive  vice 
president  and  editor,  said  of  Friedman. 

One  reason:  “During  the  war,  he  soon 
started  addressing  the  aftermath  of  the 
war,  w'hich  is  a  critical  question.” 

Standring  said  of  Friedman  and 
WPWG’s  Farced  Zakariii,  “They  made 
the  messy  business  of  events,  data,  and 
history  digestible  and  understandable.” 

Alan  Shearer,  WPWG’s  editorial  director 
and  general  manager,  chose  Friedman 
(for  “helping  us  comprehend  Arab 
reactions  to  the  war”),  Parker  (for 
commentary  on  war  coverage),  and 
William  Safire  of  the  Times  and  NVTNS. 


Jf 

tfiJ 

Critics’  choicets): 

The  late  Michael  Kelly 
(shown  in  Kuwait)  and 
Thomas  L.  Friedman 

Another  Timesf 
NYTNS  columnist 
was  picked  by  King 
Features  Syndicate 
Managing  Editor 
Glen  Mott,  who  said,  “Paul  Krugman 
linked  the  war  to  what  was  going  on  with 
the  economy  —  and  did  it  really  well.” 

VVTWG  columnist  Jim  Hoagland  nomi¬ 
nated  WPWG’s  David  Ignatius  for  “gutsy 
and  good”  columns  from  the  war  zone. 

Creators  Syndicate  President  Rick 
Newcombe  cited  all  the  columnists  who 
predicted  a  quick  U.S.  military  victory,  say¬ 
ing,  “The  hawks  looked  wrong  at  first,  but 
they  obviously  proved  correct.”  He  stressed, 
though,  that  the  postwar  situation  in  Iraq 
might  not  be  as  easy  for  the  United  States. 

Creators  columnist  Norman  Solomon 
named  Creators’  Robert  Scheer  and 
Molly  Ivins,  and  Universal’s  duo  of  Patrisia 
Gonzales  and  Roberto  Rodriguez.  “I 
appreciate  the  columnists  who  stuck  their 
necks  out  during  the  war,”  Solomon  said. 
“Most  pundits  who  dissented  from  the  war 
plans  were  unwilling  to  strongly  oppose  the 
war  once  it  began,  [which]  encourages  a 
president  to  believe  that  starting  a  war  is 
a  good  w'ay  to  end  ...  debate  about  the 
wisdom  of  going  to  war  in  the  first  place.”  11 


editorial  cartoonist  Kirk  Anderson’s  layoff 
from  the  Saint  Paul  (Minn.)  Pioneer  Press. 
Meanwhile,  the  paper’s  readers  only  gradually 
learned  Anderson  was  laid  off,  because  his 
farewell  cartoon  (left)  was  killed  before  it  could 
run  April  25.  Anderson  said  he  thinks  it  was  the 
content  of  a  memo  he  sent  to  Jim  Romenesko’s 
site  (http://www.poynter.org),  rather  than  the 
:  content  of  the  drawing,  that  got  the  cartoon  and 
a  note  about  his  layoff  yanked.  For  a  longer 
story  on  Anderson,  see  the  May  1  “Syndicate 
World”  (http://www.editorandpublisher.com). 


I  (WPWG)  commentator  died  April  3  while 
I  embedded  with  the  Army’s  3rd  Infantry  Division 
in  Iraq. ...  Columnist  David 
Broder  of  The  Washington 
Post  and  WPWG  is 
keynote  speaker  at  The 
Newspaper  Guild  Freedom 
Award  Fund  banquet  on 
Tuesday  in  Washington. ... 
The  Minnesota  Newspaper 
Guild-Typographical  Union 
filed  a  grievance  over 


et  cetera 


Michael  Kelly 
will  be  named 


“Columnist  of  the 
Year”  posthumously  at 
next  month’s  National 
Society  of  Newspaper 
Columnists  confer¬ 
ence  in  Tucson,  Ariz. 
The  Washington  Post 
Writers  Group 
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Getting  It  Right 


WHEN  I  WROTE  ThE  FiRST  FREEDOM :  ThE 
Tumultuous  History  of  Free  Speech  in  America 
(Delacorte  Press,  1980),  I  began  with  the  1969 
U.S,  Supreme  Court  decision  (Tinker  v.  Des 
Moines  Independent  School  District)  in  which 
it  ruled  that  neither  students  nor  teachers  “shed  their  constitutional 
right  to  freedom  of  speech  or  expression  at  the  schoolhouse  gate.” 

On  its  first  page,  I  made  clear  I  started  “with  the  young,  for  if  they 
do  not  have  reason  to  believe  that  the  First  Amendment  is  of  real, 
palpable,  personal  value  to  them,  its  future  will  be  in  some  peril.” 


Years  before,  freedom  of  the  press 
became  very  personal  to  me  when,  as 
editor  in  chief  of  the  Northeastern  Daily 
News,  I  and  my  staff  were  commanded  by 
the  university’s  president,  Carl  S.  Ell,  to 
cease  our  muckraking  reporting  about  the 
school  and  the  city'  of  Boston  or  be  throw’n 
out  of  our  office.  Leaving,  we 
sadly  turned  in  our  bylines. 

'rhat  traumatic  event 
happened  well  before  1969, 
and,  in  any  case,  we  would 
have  had  no  standing  in  court 
because  Northeastern  was  and 
is  a  private  university. 

But,  in  my  rage,  I  became 
immersed  in  First  Amendment 
history,  and,  in  my  book,  I 
acknowledged  my  indebtedness 
to  the  Northeastern  administration  for 
providing  such  powerful  motivation  for  the 
research.  I  have  since  covered  cases  of 
student-press  censorship  around  the 
country  and  written  of  successful  resistance 
in  E^P.  Resistance  became  much  more 
difficult  after  the  Supreme  Court’s  1988 
decision  (Hazelwood  School  District  v. 
Kuhlmeier)  in  which  it  ruled  that  principals 
£md  school  boards  could  censor  anything  in 
the  high-school  press  that  was  inconsistent 
with  the  school’s  “basic  educational 


mission”  —  as  defined  by  the  censors.  In  a 
furious  dissent,  Justice  William  Brennan 
accused  his  colleagues  of  teaching  “youth 
to  discount  important  principles  of  our 
government  as  mere  platitudes.” 

On  April  10,  the  7th  U.S.  Circuit  Court 
of  Appeals  declared  that  Illinois  cannot 
extend  the  slippery'  standards 
of  Hazelwood  to  the  college- 
student  press.  Three  years  ago, 
Patricia  Carter,  then  dean  of 
students  at  Governors  State 
University,  stopped  the  printing 
of  the  student  newspaf)er,  the 
Innovator,  because  of  its 
criticism  of  grade  inflation  and 
other  offenses,  claiming  she 
had  the  right  to  exercise  prior 
restraint  under  the  Hazelwtxxl 
decision.  No  issue  has  appeared  since. 

A  U.S.  district  court,  in  Hosty  v.  Carter, 
dismissed  the  students’  suit  against  the 
university  ’s  trustees  and  administrators, 
but  denied  Carter’s  claim  that  she  was 
immune  because  of  “qualified  immunity  .” 

Without  the  money  to  hire  a  lawyer,  the 
student  journalists  —  Margaret  Hosty,  Jeni 
Porche,  and  Steven  P.  Barba  —  filed  their 
own  appeal  to  the  7th  Circuit  Court.  But,  in 
what  the  court  called  a  “superb”  friend-of- 
the-court  brief,  the  Student  Press  Law 


Center  (SPLC)  led  a  free-press  phalanx, 
including  the  American  Society  of 
Newspaper  Editors,  the  Associated 
Press  Managing  Editors,  the  Reporters 
Committee  for  Freedom  of  the  Press,  the 
Society  of  Professional  Journalists,  and  a 
number  of  college  press  associations. 

Writing  for  a  three-judge  panel.  Judge 
Terence  Evans  ruled  out  prior  restraint  for 
college-student  publications,  which  should 
receive  “broad  First  Amendment  rights. ... 
[Sjchool  administrators  can  only  censor 
student  media  [at  public  colleges]  if  they 
show  that  the  speech  in  question  is  legally 
unprotected  or  if  they  can  demonstrate  that 
some  significant  and  imminent  physical 
disruption  of  the  campus  vN'ill  result  from 
the  publication’s  content.” 

The  case  has  been  sent  back  to  the 
district  court  for  a  full  trial  on  the  merits, 
consistent  with  the  appellate  court’s  ruling. 
That  means  the  students  have  won,  and 
although  the  decision  applies  only  to 
Illinois,  Indiana,  and  Wisconsin,  it  will  be 
cited  in  similar  cases  around  the  countiy, 
pending  the  Illinois  attorney  general’s 
recent  request  for  an  en  banc  rehearing, 
which  I  think  is  unlikely  to  be  granted. 

Wisely,  SPLC,  directed  by  Mark 
Cj<xxlman  —  the  leading  defender  of 
student-press  rights  —  urges  student 
journalists  throughout  the  nation  to  follow' 
up  on  the  ruling  and  “ask  your  top  school 
administrators  to  sign  off  now  on  a  state¬ 
ment  supporting  student-press  freedom, 
and  give  them  heat  if  they  aren’t  willing  to 
do  so.”  That  statement  should  include, 
says  SPLC,  that  “student  editors  have  the 
authority'  to  make  all  content  decisions.” 

Also,  rather  than  just  celebrating  the 
victory',  adds  SPLC,  student  journalists 
.should  “start  a  campus  petition  ...  in 
support  of  free  e.xpression  and  create  a 
regular  feature  for  your  publication  about 
the  status  of  free  e.xpression  on  your  cam¬ 
pus.  ...  How  many  people  on  your  campus 
have  even  heard  about  the  Hosty  case?” 

And  I  would  add:  How  many  pro¬ 
fessional  newspapers  have  covered  the 
educational  benefits  of  the  Hosty  decision 
for  student  joumali-sts? 

My  only  wish  now  is  that  some  day  the 
Supreme  Court,  hardly  the  current  court, 
will  reverse  Hazelwood  and  liberate  high- 
school  journalists,  too  —  as  was  the  intent 
of  the  1969  Tinker  decision.  i) 
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Web:  www.gossinternational.com 
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On  the  road  toward  the  digital 
printing  of  newspapers 

The  new  WIFAG  evolution  471  press,  the 
'world's  first  image  data  based  newspaper  printing 
press,"  is  staged  to  go  into  production  at  the 
Newspaper  "NZZ"  in  Switzerland  in  2004. 
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I  wo-year-old  Kaden  Cook  hod  a  rare  and 
fatal  heart  disease.  Without  a  transplant, 
there  was  no  hope. 

His  parents,  Kevin  and  Trishann,  allowed 
Detroit  Free  Press  reporter  Jeff  Seidel  and 
photographer  Eric  Seals  to  share  with  the 
paper's  readers  their  five-month  journey  from 
anguish  to  unbounded  joy. 

The  result  was  a  series  of  seven  stories 
testifying  to  the  power  of  truly  compelling 
storytelling. 

"Kaden  Cook,  a  boy  with  the  heart  of  an 
old  man,  is  fading  away.  The  symptoms  are 
subHe.  Four  hours  before  his  second  birthday 
party,  Kaden  is  lethargic.  Just  kind  of  lying 
around.  Disappearing. " 

From  those  first  lines  through  to  the  series' 
end,  Jeff's  words  and  Eric's  pictures  connected 
with  readers.  Their  stories  moved  multitudes  to 
respond,  with  hundreds  of  letters,  armfuls  of 
toys  and  nearly  $20,000  in  donations.  But 
one  response  in  particular  said  far  more  than 
anything  else  about 
the  impact  of 
d  well-told 
story.  In 

_  _  an  e-mail,  a  noted  area 

GC1  fr  doctor  wrote:  "Jeff  and 
Eric  -  Just  thought  you'd 
like  to  know  that  a  woman  donated  a  few  days 
ago  as  a  direct  result  of  the  articles  ...  It's  not 
a  Pulitzer  Prize,  but  you  should  know  that  you 
have  helped  save  probably  seven  lives  (heart, 
two  lungs,  liver,  pancreas  and  two  kidneys, 
not  to  mention  bone  and  other  tissue). 
Keep  up  the  good  work." 

We  celebrate  great  journalism  every  day 
at  Knight  Ridder.  But  we  are  especially  proud 
of  Jeff  and  Eric.  Our  congratulations  to  them 
and  the  Detroit  Free  Press  for  an  extraordi¬ 
nary  series.  We're  sure  that  they  will  indeed 
keep  up  the  good  work. 

And  to  Kaden  and  his  family,  we  want  to 
say  how  happy  we  are  that  we  could  be  a 
part  of  their  heartfelt  story. 

Knight  Ridder.  What  a  difference  a 
newspaper  can  make. 


m  ■  (^nyth 

/ords 


I 


I 


>KnightRidder> 


Information  for  Life 


We're  local, 
coast  to  coast, 
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Defroit  Free  Press 
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>  Brodenton  (Fb.)  Herob 
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